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Rough Proofs 


Dentists approve chewing tobacco, 
an advertiser declares. Maybe he 
should adopt the slogan, “Do as your 
dentist does—chew Beech Nut plug!” 
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One group who should join enthu- 
siastically in efforts to popularize 
chewing tobacco: the manufacturers 
of gold-plated spittoons. 


ae 


The first real problem faced by 
movie publicity men will be whether 
to let the glamorous beauties of the 
screen endorse a well-advertised plug 
tobacco. 
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Maybe a queen of the movies 
could compromise with a discreet 
endorsement in which she expressed 
admiration fer the gentleman who 
chews tobacco and always has his 
juice under control. 
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Recommended for the New Yorker 
“Neatest Trick of the Week” depart- 
ment: Time’s suggestion that Eu- 
gene duPont spends his time clip- 
ping coupons from $10,000,000 worth 
of dmPont stock. 
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Putting duPont stock in the same 
class with bonds may be just a 
subtle tribute to the consistent earn- 
ing power of the creators vf Duco 
and Cellophane, 


vgfewy 

Now that the Newspaper Guild 
has affiliated with the CIO, Mr. 
Lewis may hope to conquer the 


fourth estate by the simple method 
of boring from within. 
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Or perhaps the newspaper publish- 
ers dislike the idea of a Newspaper 
Guild closed shop for editorial em- 
ployes because they are afraid the 
publie will be bored. 
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Reversing the tables very grace- 
fully, Glenmore Distilleries took 150 
space salesmen to lunch in Chicago 
the other week, thus proving that 
it’s a long worm that has no turning. 
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The customer buying the _ sales- 
man’s lunch presents a pretty pic- 
ture, but from where the salesman 
sits it has nothing on the touching 
scene in which the customer signs 
the order. 


» *. 9 
An esteemed contemporary has 
followed ADVERTISING AGE in estab- 


lishing an obituary column. That’s 
a heck of a way to show how live 
it is. 
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General Motors says that Dr. 
Dafoe has owned five Chevrolets. 
Mothers not aspiring to emulate 
Mere Dionne will pick their obstet- 
ricians more carefully hereafter. 
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Tip to bathing suit advertisers: 
Falstaff beer got the best-looking 
model of the lot for its poster de- 
Sign. 
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Sam Krivit has left a shoe paper 
to form an advertising agency, but 
he will continue to put his best foot 
forward. 

Copy Cus. 


Experts Stage Broad Debate on 


COOLING CLAIM 
FOR LIQUOR IS 
BANNED BY FAA 


Alexander Exempts Mixed 
Drinks from New Regulation 


Washington, D. C., July 1.—W. S. 
Alexander, Federal Alcohol Admin- 


istrator, this week ruled that copy 
which “creates the impression” that 
distilled spirits in themselves will 
have a cooling effect on the consumer 
is in violation of Administration reg- 
ulations on labeling and advertising. 

At the same time he made the 
important proviso that liquor adver- 
tisements which say, or imply, that 
certain iced drinks such as a Tom 
Collins or Mint Julep are cooling 
and refreshing, if they make clear 
that the statement or implications ap- 
ply to the mixed drink, rather than 
to the distilled spirits used in its 
preparation, will meet no official ob- 
jection. 

Mr. Alexander also gave official 
recognition to what he termed the 
tendency dvrins recent weeks for 
distilled spirits advertisers to use 
pictures or illustrations of athletes 


(Continued on Page 27) 


Hearst, Gannett 
Prune Holdings 
by Concessions 


Albany, N. Y., July 1.—Important 
changes in the newspaper line-up 
took place in this territory today as 
the result of an agreement between 
William Randolph Hearst and Frank 
Gannett by which the latter partially 
withdraws from Albany in exchange 
for a clear field in Rochester. Soar- 
ing costs are held responsible for the 
move. 

Mr. Gannett has discontinued pub- 
lication of the Knickerbocker Press 
as a morning and Sunday newspaper, 
combining that paper with the Al- 
bany Evening News as a _ six-day 
paper. The Times-Union, the Hearst 
property, hitherto published evening 
and Sunday, becomes a morning and 
Sunday newspaper. 

In return for this concession, Mr. 
Hearst has discontinued his Roch- 
ester Journal and Sunday American, 
leaving the morning field in the 
hands of Mr. Gannett’s Democrat and 
Chronicle. Mr. Gannett already en- 
joys the Rochester evening field alone 
with the Times-Union. 

Last week Mr. Hearst discontinued 
the New York American, transfer- 
ring its features to his other two 
New York dailies. 


DIRECTORY OF FEATURES 
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Photographic Review of the 
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Views from the Outside 
Voice of the Advertiser 


LISTERINE DISCOVERS DANDRUFF GERM 


£1000.00 | DISCOVERED 


The Germ That Causes 
REWARD (|| DANoRUFF 


Easy, delightful treatments with 
Listerine bring quick relret and 

President of The F. W. Fitch Company, offers to the first per- 

son who can actually show him a “dandruff germ” and prove 

that the “germ” causes dandruff. This offer is open until 

January 1, 1937, co any layman, laboratory worker, research 

expert or scientific body 


What we say 


Regardless of whether a germ causes dandruff, or dandruff 
causes germs, the fact remains that Fitch's Dandruff Remover 
Shampoo is the one guaranteed way to remove dandruff. The 
over-flow of the sebaceous glands and the dried skin, dirt and 
dust in the air forms what is commonly referred to as dandruff 
This combination forms a perfect breeding place for germs 
Fitch's Dandruff Remover Shampoo dissolves this accumula- 
tion with the very first application because it penetrates deep 
into each tiny scalp pore. We say, any preparation that docs r 
not remove dandruff today cannot remove it tomorrow or any 
other day you use it. Microscopic tests made after a Fitch 
shampoo show that the scalp is antiseprically clean and that 
each scalp pore is pulsating with renewed life 


You will like Firch Shampoo. It should be used at least once 
a week. Laboratory tests show that an ordinary head of hair 
gathers more dirt and retains it in twenty-four hours than the 
human body will in a week Fitch Shampoo rinses clean in 
hard or soft water and is equally good for blondes or brunettes. 
Fitch Shampoo and Ideal Hair Tonic are for sale at all barber 
shops, beauty shops and toilet goods counters 


often complete cure. 
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THE F. W. FITCH COMPANY, Des Moines, lowa 


Just I! months ago, F. W. Fitch Company offered $1,000—unclaimed—for a 
dandruff germ. Lambert Pharmacal Company missed the Jan. | reward deadline 
but last week announced discovery of the pesky germ. 


900 NEWSPAPERS 


Lambert Draws 


ithe Curtain on 
‘Dandruff Germ 


St. Louis, July 2—Cynosure of the 
bald-inclined public this week was 


UNITE AGAINST 
GUILD DEMANDS 


Pityrosporum ovale, as Lambert} 
= | 
Pharmacal company announced dis- : 
bs oO > O¢ 4 cj y 2 
covery of the long-sought germ which} Chicago, June 2%. Paking the 
causes dandruff |position that accurate and unpreju- 


Whether Lambert’s scientists |diced reporting of news demands an 
would apply for the $1,000 reward, beactoonntey viewpoint, uncolored by 
offered 11 months ago by Fred W.| personal bias, more than 500 news- 
Fitch, head of the F. W. Fitch Com- paper publishers, _representing all 
pany, Des Moines, for the first per- |sections of the United States, today 
son to show him [rejected demands of the American 


a dandruff germ 
Newspaper Gu ac 
and prove that this germ causes dan- | ewapaper Gulls for a closed shop 


\in editorial departments. 
druff, was a matter of conjecture. ‘ 
: : - A committee made up of the presi- 
The offer expired technically Jan Ss 
1. but L. R. Sandahi, Fitch ae neral | dent vice-president and secretary of 
- : : ie ‘ld phate = ca pn | et ach of the 11 national, regional and 
i anager, RTISL } 
rece edgy ti pei in , sping si |state publishers’ organizations par- 
ee Nien er iS-| ticipating in the mass meeting at the 
nemo eS _ |Palmer House, was created as a gen- 
pr sn gg nig cone mnie detail, | oral staff to give effect to the ex- 
Lambert's copy _ — the re- ‘pressed “unalterable opposition to 
markable discovery of Pityrosporum \the closed Guild shop or any other 
ovale alters the entire approach tO! form of closed shop.” 


(Continued on Page 25) (Continued on Page 
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Last Minute News Flashes 
Morrill Goddard, of “American Weekly,” Dead 


Naskeag, Me., July 2.—Morrill Goddard, editor of The American 
Weekly since its founding in 1896, and author of the famous “Sixteen Ele- 
ments of Universal Interest,” an inspiration to many advertisers, died here 
yesterday of a heart attack. He was 70 years old. 


Doyle Becomes Advertising Manager of “Look” 

New York, July 2.—Presaging early acceptance of advertising by Look, 
picture magazine, Ned Doyle today resigned as Eastern advertising man- 
ager of Cosmopolitan to become advertising manager of Look. 


McCall's, Ladies’ Home Journal, Reduce Rates 
New York, July 2.—Two leading women’s magazines will reduce rates 
with their October issues. Despite a new peak circulation, Ladies’ Home 
Journal will cut its page rate $1,000. McCall’s will reduce its page rate 
$300 while adding 100,000 to its circulation guarantee. 


Ten Southern Stations to Join Blue Network 
New York, July 2.—Ten Southern radio stations will become affiliates 
of National Broadcasting Company’s Blue network Aug. 1, Lenox R. Lohr, 
NBC president, announced today. The additions make a total of 30 added 
since Jan. 1. They are WAGA, Atlanta; WSGN, Birmingham; WNDR, 
Memphis; WROL, Knoxville; WJBO, Baton Rouge; WDSU, New Orleans; 


KFIM, Beaumont; KXYZ, Houston; KRIS, Corpus Christi; KRGW, Weslaco. 


Price Laws 


CONFERENCE GETS 
PROS AND CONS 
OF LEGISLATION 


Draw Distinction Between 
“Fixing,’’ ‘‘Maintenance’’ 


New York, June 30.—‘“Price main- 
tenance” legislation was praised as 
a necessary protection for the manu- 
facturer ot branded goods, and a boon 
to the small independent retailer, 
while “price fixing’ laws were con- 
demned as an uneconomic burden on 
consumers and efficient dealers, as 
legislators, advertisers, economists 
and merchandising experts aired 
their views here today at a confer- 
ence, sponsored by the International 
Association of Sales Executives. 

Regardless of nomenclature, mem- 
bers of the association paid close at- 
tention to the arguments for unre- 
stricted competition, with the efficient 
surviving, on one hand, and the plea 
of others that history has proved that 
the owner of the brand is usually in- 
cluded in the mortality list. 


Purpose of Law 


Senator A. Spencer Feld, author of 
New York’s Feld-Crawford fair trade 
act, advanced, as the basic purposes 
of the law, the protection of “good 
will of trade-marked articles by pre- 
venting chiseling and _ cut-throat 
methods in the retail industry” and 
the salvation of small business men 
who were being driven out of busi- 
ness as the result of loss leader prac- 
tices. 

While the economic consequences 
of fair trade acts are not an imme- 
diate concern, he said, “it is well to 
lay at rest the fears of those who be- 
lieve that these acts will give to 
manufacturers of identified goods a 
strangle hold on retail prices. The 
inexorable economic law of supply 
and demand will make it impossible 
for manufacturers to peg retail prices 
at an unreasonable figure.” 

Courts have established, Senator 
Feld declared, that with respect to 
trade-marked commodities, when the 
vendor has sold his product he has 


(Continued on Page 2) 


Wrigley Signs 
5-Year Double 
Car Card Drive 


New York, June 29.—William Wrig- 
ley, Jr., Company, Chicago, this week 
signed a new five-year contract with 
Street Railways Advertising Com- 
pany, New York, doubling the 
amount of space purchased since 
1932. 

The contract placed in the latter 
year was said to have been the larg- 
est single advertising order ever 
placed in one medium, amounting to 
$5,500,000 for the standard 11x21-inch 
cards. 

The new double cards will replace 
the current series July 1 throughout 
the country. The contract, signed 
by Barron Collier, president of Street 
Railways Advertising Company and 
affiliated organizations, brings the 


Wrigley record for continuous adver- 
tising in this medium to 36 years. 
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ADVERTISING AGE 
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July 5, 1937 


Protest 


Kroger Private | 
Brand Price Contrasts 


| 


Louisville, Ky., July 2.—Food dis- 
tributors in the Louisville area today 
forwarded a protest to the Federal 


Trade Commission against local 
newspaper advertising of Kroge) 


Grocery & Baking Company, fea- 
turing private brand price contrasts 
with national brands. 

The copy, which does not name 
the nationally-advertised brands but 
carries typical descriptions of the 
products, recalls a brief, similar pro- 
motion by the Great Atlantic & Pa- 
cific Tea Company in New Orleans 
early this year. This was disavowed 
by central A&P executives and quickly 
halted. 

The current Kroger copy places the 
unidentified brand descriptions along- 


| 
| 


| 25 cents. Almost 50 per cent more for 


side the private brand and gives ex- | 


act prices only for the Kroger prod- 
ucts. Shopping and quality tests by 
Kroger are cited in substantiation. 


Claims 10% Saving 


“Unbiased shopping tests have been 
made in what we believe to be the 
most destructive price-cutting section 
in America,” says the copy. “In the 
face of these low prices, results prove 


| 


conclusively that Kroger Brands save | 
you 10 per cent.” 

“What is more,” the copy con- 
tinues, “Food Foundation tests guar- | 
antee Kroger brands to be exactly as 
good as or better than higher priced 
brands. Ask yourself: Why pay more? 
Save safely the Kroger guaranteed 
way—complete satisfaction or your 
money back.” 

The copy then lists “specific ex- 
amples of hundreds” of price con- 
trasts. On one side is listed “A brand 
breakfast food ... 3%, ounces, eight 
or nine servings. Made from selected 
wheat hearts.” Adjacent to this list- 
ing the copy presented “Country Club 
Wheat Puffs, three 5-ounce packages, 
oF 
your money.” 

Cursory check of Kroger divisions 
in other areas disclosed this private- 
national brand contrast copy was not 
being used. FTC attorneys were asked 
to investigate the copy. 


New Kennedy Offices 


Kennedy & Co., Chicago advertis- 
ing agency, have moved to larger 


EXPERTS DEBATE 


PROS AND CONS 
OF PRICE LAWS 


(Continued from Page 1) 
not parted with all interests therein. 
The vendee, he pointed out, does not 
obtain an absolute and unqualified 
right in the property; he _ takes 
everything but the good-will—that 
remains with the vendor. 

“Good will is a thing of value, a 
property right,” the Senator asserted. 
“The vendor may sell his product 
with the good-will attached, or he 
may retain such interest therein as 
may be necessary to protect the good- 
will.” 

Upholding the principle of price 
maintenance as necessary protection 
to the manufacturer of nationally ad- 
vertised brands, Arthur Ramsdell, 
Haase & Ramsdell, merchandising 
consultants, denounced the loss lead- 
er as a practice in which the 
retailer “uses another man’s mer- 
chandise for his own selfish inter- 
ests.” 


quarters at 43 E. Ohio street. 


“Nationally advertised brands are 
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The Des Moines Sunday 


Register had not one subscriber in the 


city of Des Moines it would still have 


more than 262,000 Iowa circulation.* 


Alert advertisers know that “big city” 


schedules in the big Des Moines 


Sunday Register capture the whole rich 


Iowa market at lowest milline rates in 


Iowa ($1.76). 


— , 4 NVA C ‘ 
*Total Circulation 312,540 
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SIGN UP FOR TELEVISION DISPLAY 


Television will be on parade at the New York World's Fair. 

a contract for a television and radio building at the 1939 event are Betty Good- 

win (left), National Broadcasting Company's television announcer, Lenox R. Lohr, 

NBC president; David Sarnoff, president of RCA, and Grover Whalen, president 
of the Fair. 
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Putting the o.k. on 


crucified when they become price 
footballs, loss leaders and sucker 
bait,” he declared. “The manufac- 
turer’s efforts are throttled by the 
greed of others who want to use his 
goods to serve their own ends. Good 
buying is based on established values. 
The buying public should be told the 
truth about loss leaders.” 

Q. Forrest Walker, economist, R. H. 
Macy & Co., took issue with Senator 
Feld’s contention that the vendee 
pays for everything but good will 
when he buys a trade-marked article. 
“The merchant who buys a branded 
item pays well for whatever element 
of good will may be embodied in the 
brand name,” he declared. “It is 
necessary only to compare the prices 
of many national brands and iden- 
tical or substantially identical pri- 
vate brands. A single illustration 
will prove the point. 


Walker On Prices 


“A highly advertised brand of as- 
pirin costs the large retailer 44 cents 
wholesale for a bottle of 100 tablets. 
The identical chemical under a pri- 
vate label costs the retailer 11 cents.” 

Condemning the Feld-Crawford act 
and “its 40 counterparts in other 
states” as the “most pernicious price- 
fixing legislation ever foisted upon 
the consuming public,” Mr. Walker 
denied that laws of this type were 
enacted in response to any popular 
demand. They represent, he _ said, 
the work of a “powerful lobby, con- 
sisting chiefly of manufacturers and 
distributors of patent medicines, cos- 
metics and hard liquor.” 

The allegation that price fixing is 
a device to protect the inefficient re- 
tailer with high operating costs and 
the merchant who has not kept pace 
with the changes taking place in dis- 
tribution was advanced by M. M. 
Zimmerman, publisher, Super-Market 
Merchandising. Coercive efforts 
which force the manufacturer to 
“raise his prices to a markup set by 
the least efficient retailer” will not 
only result in exorbitant prices to 
the consumer, he asserted, but will 
eventually react against both pro- 
ducer and distributor. Discussing the 
loss leader situation, he said that 
super-markets are able to operate 
profitably on an 8 to 10 per cent 
markup, compared with a markup of 
20 to 22 per cent for chains and in- 
dependents. “In such a case,” he 
asked, “would it not be absurd to 
compel the super-market to set its 
markup at the 20 per cent standard 
of the chains?” 

Others who contributed their view- 
points to the discussion were William 
H. Ingersoll, attorney; Mrs. Selice J. 
Louria, president, Consumers League 
of New York; Wheeler Sammons, 
managing director, Institute of Dis- 
tribution, Inc.; Herbert H. Evans, ex- 
ecutive vice-president, Consumers 
Distribution Corporation; and Crich- 
ton Clarke, attorney. Allen Zoll, 
president of the association, and 
Richard C. Borden, first vice-presi- 
dent, were the presiding officers. 


Admitted to ABP 


Associated Business Papers, Inc., 
has announced the admission to its 
membership of Brewers Journal, Chi- 


cago. 
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Lifebuoy in Dailies 


with Comic Feature 

Lifebuoy soap will shortly join the 
list of products using comic pages 
of newspapers for promotion. A new 
campaign of this nature will be re- 
leased through Ruthrauff & Ryan, 
New York. 

Adhering to the strip continuity 
technique employed by Lifebuoy for 
some time, the new series will be 
adapted to the requirements of comic 
page units recently opened to adver- 
tising. 


McReynolds Joins 


Printing Company 
E. H. McReynolds, Advertising 
Federation of America board chair- 
man, July 1 resigned as Missouri 
Pacific Lines advertising and pub- 
licity director to become vice-presi- 
dent of James Mulligan Printing and 
Publishing Company, St. Louis. 


Ford Takes Option 
on World Series 


Ford Motor Company, which spon- 
sored the world series broadcasts last 
fall, has taken an option on renewal 
of this event for 1937. 

The reported price for this year’s 
rights is $175,000, as compared to 
$100,000 in 1936. 


Faden to Edison G-E 


H. C. Faden has been appointed to 
the newly created post of assistant 
to vice-president and general man- 
ager, Edison General Electric Appli- 
ance Company, Chicago, to co-ordi- 
nate sales estimates and other ac- 
tivities. 


“Derby Winner” Loses 

Registration of the trademark, 
Derby Winner, has been canceled by 
the United States Patent Office, as 
interfering with “Kentucky Derby,” 
owned by Glenmore Distilleries Co., 
Louisville. The former mark was 
owned by Frankfort Distilleries. 


Knepper in New Post 
Julius Knepper, formerly with Em- 
pire State Craftsman, Inc., New York, 
has become vice-president of Graphic 
Arts Typographers, Inc., New York. 


MORE 


Peaches — melons — to- 
bacco — tomatoes —pea- 
nuts—cotton — pecans — 
all mean money and 
more of it in Macon area 
throughout this year. 
That means more sales 
for you—if you do more 
advertising in 


MACON 


GEORGIA 


TELEGRAPH 
and NEWS 


Representative: 
THE BRANHAM COMPANY 
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OLD MOTHER HUBBARD 


WENT TO THE CUPBOARD 


And when she got there the cupboard 
was bare. 


This would never have happened if 
Mrs. Hubbard had been able to follow her 
usual habit ot daily radio listening. Her 
favorite programs told her what to buy for 
the dog, what foods were most healthful 
and delicious, what household products to 
always have on hand. 


For Old Mother Hubbard is much like 
millions of other American women who de- 
pend upon these stations for product infor- 
mation as well as radio entertainment. 


You can keep the cupboards in these 
millions of homes well stocked with your 
product by using the spot broadcasting 
facilities of these popular stations. 


“Cleveland” 
Dallas _ 
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THE YANKEE NETWORK | 
| “THE COLONIAL NETWORK 


_ | TEXAS QUALITY NETWORK 


Rinemnied hrouchous the United States by - 
EDWARD PETRY & CO. 


ao INCORPORATED ~ 
‘NEW YORK =e DETROIT 


CHICAGO + . SAN FRANCISCO 
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HempsteadNew 
PromotionHead 


Motor 


Space 


As Hupp 
modest 


Detroit, 
Car 
in financial publications this week to 


July 1 
Corporation used 


herald its return to active produc- 
tion, the company also announced ap- 
pointment of H. M. Hempstead as 
advertising manager. 

Mr. Hempstead Hupp 
from the Delco-Frigidaire division of 
General Motors 
boasting considerable service in other 
General Motors units. His initial 


comes to 


Corporation, also 


work in promotion was with McCord | 
Radiator & Mfg. Company. 

Mr. Hempstead has already gone to 
work on advertising to introduce the 
1928 line late this summer. The| 
agency on the account is Grace & 


Jement 

In seeking the good will of finan- 
cial executives, Hupmobile copy said 
that “Hupp has always built a good 
car and will continue to do so,” de- 
| spite the hiatus in operations. Two 
Hupmobile series will soon be ready 
for public appraisal, according to the 
copy 

While complete advertising 
have not been revealed, it is reported 
that promotion will be launched on 
a scale necessary to re-establish the 
company as an important factor in 
| the eyes of prospects. 


plans | 


GET COPY HINTS 


Courtney Johnson (left), general sales 
manager of Nash, shows B. B. Geyer and 
W. A. Blees through the Nash-Lafayette 
plant at Kenosha, as the Geyer, Cornell 
& Newell agency men get facts for the 


campaign 
launched 


they are planning, to be 
with introduction of 1938 
models. 


Clark Adds Eight 

Cc. P. Clark, Ine., advertising 
agency of Nashville, Tenn., has added 
eight new accounts. They are the 
Tennessean Newspapers, Inc., Grow- 
ers Seed Company, Service Engraving 
Company, Bijou Amusement Com- 
pany and Southern Agriculturist, all 
of Nashville; Hardwick Woolen Mills, 
Cleveland, Tenn., Southern Saddlery 
Company, Chattanooga, Tenn. and 
the Tennessee Automobile Insurance 
Company, Knoxville, Tenn. 


Name Federated Sales 

Federated Sales Service, Inc., Bos: 
ton, has been appointed advertising 
counsel for the Federal Metallic 
Packing Company, Wakefield, Mass. 
Automotive publications will be used 
to advertise the company’s products, 
Fempac Sealer and Fempac Cleaner. 


UNIT MARKET. 


action center of this inviting market. 


Osos 


paper, makes the Radius unusually easy and economical to cultivate. 


: ee Bes 


Mbii.s0igs 42 ENS YS 


RADIUS TOWNS ARE PROSPERING. 


. 


Like Lebanon, shown above, scores of 


Consumers of the Indianapolis Radius are singularly like-minded in their buying 
preferences, primarily because of the dominant influence and easy accessibility of Indianapolis, the 
This fact, plus the fact that it can be sold through ONE news- 


them 


report factories running near capacity, increased employment and a greatly expanded 


volume of trade. 
sumer markets? 


eisai New York: Dan. A. Carroll — 
ee ‘NOE. 42nd Street 


= 
ek ¥ 


Are you putting forth intensive selling effort in these thriving con- 
A campaign in The News will cultivate them quickly and economically 


NEW MOTOR ROUTES, covering more than 6,000 miles daily, 
concentrate News rural circulation on main highways where 
families of highest purchasing power live. This is coverage 
without waste—an automatic spotting of sales messages where 
sales can be—and are being made. 


JUST OFF THE PRESS. 


KEY TO 150,000 HOMES. 
paper in history has reached as many Central Indiana 
families as The News reaches today. 
vertising is not appearing before this vast News 
audience, you're not doing the selling job you should 
do in the Indianapolis market. 


No other daily news- 


If your ad- 


A detailed study of the marketing and 


advertising advantages of the Indianapolis Radius. A copy is yours 


for the asking. 


THE INDIANAPOLIS NEWS 


ty 


Chicago: J. E. Lutz 7 
(435 N. Michigan Ave. | 


WOULD IMPROVE 
SYSTEM BEFORE 
ADVERTISING IT 


Evans Launches Employe 
Relations Service 


Chicago, July 1.—Correction of ex- 
isting defects in the economic sys- 
tem in the United States is more 
urgent than an advertising campaign 
to resell this system, according to a 
survey by Donald Despain and copy- 
righted by Evans Associates, Inc., 
Chicago agency. In line with a new 
employe relations service, Evans 
Associates, Inc., has developed a 
“Practical Formula for the Solution 
of Labor Troubles,” which it outlines 
in bulletin No. 3 of its series. 

American workers, according to 
Mr. Despain’s summary, were dis- 
illusioned by the recent depression 
and the revelation of executives 
somewhat less efficient than adver- 


tised, and by attendant bank fail- 
ures. Later they were disgruntled 


by discovering through the wide 
publicity given salaries that some of 
these discredited executives were 
receiving huge stipends and bonuses. 
“Wages and hours are definitely 
not paramount in the employe’s 
thoughts or grievances,”’ commented 
Mr. Despain. “Only 62 per cent men- 
tion the former and but 34 per cent 
the latter. 


Want Share of Profits 


“Predominant, however, is the de- 
and demand for profit-sharing 
or participation in earnings. How 
much this has been generated by 
the rising tide of dividends and the 
publicity of earnings as shown in 
balance sheets is difficult to say. 
Many do refer to these directly. 

“The overwhelming majority of 
workers express their belief that the 
basic values of life, liberty and hap- 
piness can be better maintained by 


sire 


an economy of private enterprise, 
but express strong resentment at 
being classed as a commodity and 


urged recognition and participation 
as humans in the economic picture.” 
He denied that communism is 
rampant among workers, reporting, 
on the contrary, that their replies re- 
flected a thoroughly American atti- 
tude. 

Mr. Despain concluded this phase 
of the study with the statement that 
union organizers have little influ- 
ence unless the men are prejudiced 
against companies employing them; 
that employe morale has been weak- 
ened by the futility of the future, as 
revealed by pension and other plans 
wholly inadequate to care for the 
men in their old age; that another 
debit factor is the low value placed 
by industry on its veteran employes; 
and finally, that every company 
should emphasize large sums paid in 
wages, rather than huge profits. 


WORKS TWO WAYS _ 


Outdoor magazine editors—on the hunt 
for good pictures—have welcomed the 
current Bendix Outboard Motor series. Al- 
though made primarily for use in Bendix 
advertising, these outdoor shots are now 
appearing as “straight reading matter” 
in several publications. (Direction and 
photography by WESLEY BOWMAN STU- 
DIO, INC., CHICAGO.) 
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The Curtis Publishing Company 


announces 


New Advertising Rates 
for the 
Ladies’ Home Journal 


EFFECTIVE WITH THE OCTOBER, 1937, ISSUE 


Black & white 2-Color 4-Color Line 
Page Page Page Rate 
$8,500 $10,000 $11,500 $13.25 


Rates based on 2,800,000 circulation. 


$2.90 per thousand black-and-white pages—the lowest in the history 
of the Journal. (Based on the Publisher’s Interim Statement for the 
first quarter of 1937). Estimates for the second quarter point to a 
greater circulation and consequently a lower rate per page per thou- 
sand. 


Reader interest in the Journal is increasing more rapidly than ever 
before. Circulation is at an all-time peak. 


The Journal will continue to have the best editorial material avail- 
able and will sell to the reader, as always, on a full-price, cash-in- 
advance basis, without the use of cut prices, clubs, premiums or 
other extraneous inducements. 


The combination of this new rate and the demonstrated response 
of women to the Journal’s editorial leadership provide an outstand- 
ing advertising investment. 


THE CURTIS PUBLISHING COMPANY 
INDEPENDENCE SQUARE 
PHILADELPHIA 
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WOULD CREATE 
SUPREME COURT 


OF ADVERTISING 


June 29.—Creation of 
a “national commission” to act as 
the Supreme Court of advertising, 
was recommended by Ek. H. McReyn- 
olds, new chairman of the board, Ad- 
vertising Federation of America, in 
an address before the Advertising 
Club of Des Moines today. 

Mr. McReynolds took the view that 
the majority of copy 
are settled locally and that such a 
tribunal would not be overburdened 
Its very existence, however, would 
tend to reduce the number of copy 
transgressors, he believes. 


Des Moines, 


controversies 


Only Few Offend 


“As time passes,” said Mr. Me- 
Reynolds, who was president of the 
AFA before becoming chairman, “it 
becomes more and more evident that 
advertising is fighting a losing battle 
and is gradually but surely being 
forced back into a defensive position. 


| Today it is at the crossroads of pub- 
|\lic opinion and of its destiny.” 

While defending advertising with 
ithe assertion that less than 5 per 
ent of its practitioners offend 
against good taste and standards of 
Mr. McReynolds admitted 
that this knowledge on the part of 
insiders is ineffective unless it is 
turned to advantage. 

“Unless advertisers themselves pro- 
ceed to solve this problem, govern- 
ment regulation may take it out of 
their hands,” he said. 

Mr. McReynolds concluded by pay- 
ing tribute to the Federation which, 
he said, has accomplished a _ task 
much greater than could have been 
hoped in view of the relatively small 
appropriation on which it operates. 
He asked advertising clubs to give 
more enthusiastic support to this 
pacemaker, 


decency, 


New Pa. Gasoline Law 
Effective July 1 


Pennsylvania’s new gasoline law 
took effect July 1. Its chief provision 
is that gasoline must be sold at the 
advertised price on pumps, and no 
discounts will be permitted, 

All gasoline pumps must indicate 
the brand of gasoline they contain, 
and it must have been refined by 
the manufacturer whose name it car- 
ries. 


REACH VERBAL 
AGREEMENT ON 
CAR EQUIPMENT 


Adoption of Standard Package 
Ends Copy War 


Washington, D. C., July 1—Verbal 
agreement on a standard accessory 
package was reported today among 
seven automobile manufacturers who 
signed stipulations agreeing to desist 
from certain practices which led the 
Federal Trade Commission to file 
complaints against them. The chief 
allegation of the F. T. C. was that 
the fanciful illustrations of fully 
equipped cars used in much adver- 
tising were misleading in that the 
automobiles could not be bought with 
the pictured equipment at the stated 
price. 

This charge, most of the manufac- 
turers admitted somewhat reluctant- 
ly, has been true in the past, due 
almost entirely to the fact that there 


you 


charge. 


wrap them up in one package 


But you don't listen to them 


nating either in New: York or 


If you could take New York State and New England and 


what tremendous wealth 


would have in that parcel of yours! 
Can't you just hear the voices of four million grocers say 
ing, “Will you take it home, or will you have it delivered?” 
The roar of their tones would make Niagara sound like 


the splash of a single raindrop 


they listen to you—-because 


you can buy the attention of these two gigantic markets— 
New York and New England 
The Colonial Network and the New York Broadcasting 


at extremely low cost. 


System can now be purchased jointly with programs origi- 


Boston and with no extra line 


WAAB Boston 

WSPR Springfield 

WNBH New Bedford 
WRDO Augusta 


WINS New York 
WIBX Utica 


THE COLONIAL NETWORK 


WICC Bridgeport 
WLBZ Bangor 
WBRY Waterbury 

WNBX Springfield, Vt. 


THE NEW YORK BROADCASTING 
SYSTEM 


WEAN Providence 
WSAR Fall River 
WLLH Lowell 


WABY Albany 
WSAY Rochester 


WTHT Hartford 
WFEA Manchester 

WLNH Laconia 
WNLC New London 


WMBO Auburn 
WBNY Buffalo 


For detailed information address — 


THE COLONIAL NETWORK 


21 Brookline Ave., Boston, Mass. 


OR 


THE NEW YORK 
BROADCASTING SYSTEM 


5 E. 57th Street, New York City 


PICK SUNBRITE DEALER DISPLAY WINNERS 


Quite a job, but this group of judges seems cheerful while picking the winner in 

the Sunbrite dealer display contest, as Dorothy Hart, juvenile star of the Sunbrite 

radio program, watches. Judges are James D. Shouse (left), president, Station 

KMOX, St. Louis; Gerrit Vander Hooning, National Association of Retail Grocers 

board member; A. S. Putney, Curtis Publishing Company advertising service 

department manager, and Leonard Tingle, general manager, The Progressive 
Grocer. 


was no agreement as to what consti- 
tuted standard equipment. Most of 
the manufacturers in the lower and 
medium price bracket are keenly 
price conscious, as their prospects 
are, and there was always a tempta- 
tion to picture a car carrying com- 
plete equipment, even though the fact 
might be that the stated price would 
buy only a certain percentage of 
these accessories, in addition to the 
car itself. 


Corrections Already Made 


This lack of agreement on a funda- 
mental led to a war of exaggerated 
price claims, the statements of one 
manufacturer leading competitors to 
cut the price severely—at least in 
print. When the Federal Trade 
Commission preferred charges, how- 
ever, most of the manufacturers 
executed an abrupt about face, and 
most of them have already elimi- 
nated the practices which started 
the trouble. 

The standard accessory package as 
adopted by the seven manufacturers, 
is reported to consist of front and 
rear bumpers, spare tire, windshield 
wiper, and a few other minor items. 

Alvan Macauley, president, Auto- 
mobile Manufacturers Association, 
further clarified the F. T. C. an- 
nouncement with this statement 
from his Washington office: 


Adopt Delivered Prices 


“In the past a list price, f. 0. b. 
factory, has been used in advertis- 
ing. That list price did not include 
such things as a charge for prepar- 
ing the car for delivery, reimburse- 


ment for Federal tax nor such ac- 
cessories and extra equipment as 
the purchaser might have elected 


to buy. 

“Effective at once, the new simpli- 
fied price will be a delivered price 
at point of manufacture, which will 
include the charge for preparing the 
car for delivery, reimbursement for 
Federal tax, and all essential ac- 
cessories, such as the spare tire and 
bumpers, which are now universally 
needed by all purchasers and have 
‘ome to be known as standard equip- 
ment. 

“To determine the retail price at 


any particular pcint of delivery, it 
will only be necessary under the 
new method for the purchaser to 


add the following charges to the ad- 
vertised delivered price at the fac- 
tory city: 

“1. Transportation from point of 
manufacture to point of delivery. 


“2. State and local taxes—if any 
at point of delivery.” 
The manufacturers” signing the 


stipulation included Auburn Automo- 
bile Company, Chrysler Corporation, 
Graham-Paige Motors Corporation, 
Hudson Motor Car Company, Nash- 
Kelvinator Corporation, Packard 
Motor Car Company, and Studebaker 
Corporation, 


Promotes Kodecals 
Associated Printing & Lithograph- 
ing Company, Ine.. New York, has 
inaugurated a campaign for its new 
decaleomania, Kodecals, made by a 
new process to assure faster delivery. 
Copy, prepared by Arthur Rosenberg 


Company, Ine... New York, will ap- | 
pear in newspapers and business 
magazines, 


Color Photos 


for Amateurs 
Get Promotion 


New York, June 30.—Claiming to 
bring color photography for the first 
time within reach of the ordinary 
amateur, Dufaycolor, Inc., New York. 
is launching a national campaign to 
promote its color roll films. The com- 
pany has already obtained some 650 
dealers. 

Copy will go into Eastern metro- 
politan newspapers this month, in 
national weekly magazines in July 
and in monthly magazines in August. 
Frank Presbrey Company is handling 
the newspaper and magazine advertis- 
ing and Monroe F, Dreher, Inc., fan 
and business paper copy. 

Taking color snapshots is so simple 
with Dufaycolor that even a child 
van do it, according to a statement 
of the company, which claims, 
through its English parent company, 
Dufay-Chromax, Ltd., to have devoted 
30 years of research and more than 
$7,000,000 “to bring color photogra- 
phy within reach of everybody.” Pic- 
tures are taken exactly as with ordi- 
nary black and white film. 

While the Eastman Kodak Com- 
pany manufactures color film, it is 
made available for use in miniature 
size cameras only, for which it re 
tails for a trifle more than Dufay- 
color. Dufaycolor makes color films 
to fit any size camera. 


WSMB Seeks Increase 


. 
in Local Programs 

Station WSMB, New Orleans, has 
applied to the Federal Communica- 
tions Commission for permission to 
establish a new station. 

The new station, according to Har- 
old Wheelahan, general manager of 
WSMB, would operate on lower pow- 
er and would supply local shows at 
the same time network programs 
were on the air, in answer to a de 
mand from the station’s listeners 
that more of the former type be 
given them. 


es 


FOUR AND TWO 
MAKE SIX 


Four editions in the east, and two 
editions in the west, enable FAMILY 
CIRCLE advertisers to change copy 
and make advertising match sales 
plans—to the delight of advertising 
and sales managers, retailers, and 
the big boss. 


THE FAMILY CIRCLE 
— MAGAZINE | 


Pe SITIE 


m , 7 * . re é 2s ae Cale oil Lt apart ie bs he | se ST eae Mat eee i be: oe Eee eh . ee ae 
oe Sallie e . ate . f Te ae ie bi be Yah A PS hare a da gp OE Se RE eae Pe : See A asthe 
hy eo ea eee ded ee Paes é at . Se ae i 5 RP y 5 ade. Ais ee ; ees Diiticiaalt Pe ‘iene se 
We ees Se | NY fae StS ak Noa els it; Pye 3 ; , ; _. ‘Geer aera ae” aes ag < ail Se ye Wi Be _ fs ee in eS eA) a pe 
2 meee yet J oh oat : me ee ene, eg “ : Baie aN L Fok er tale : + cnt SOE Pea me, a *slidaee ae 2a ex % hehe ° id Ree ess a yo area ‘ 
cael eee Fa au ae” peed os i Figs 4 A Ying ee a geld " hy Mak ee foe ye . E CAS, he 
ee See gh is a Cn Ogee a ee Wiberg OE ce see ae is % Aa, hug, ig eae Pome es eo ton er. Aas : ey ad a i ee Vapi: Eat eee 
RAT a Se ges aa, of ie ie ce rte ogi Oe. So eae ee, ty ae “i ae fo RM ee 
ih | 
ey 
; : Neen ee 
CE j | : 
ed ed tS ‘ Pee 
eo LA a ‘ ee : i 
; whe ed ¥ es } é 
tines toda ere, ‘2 = ; te 
oy! ne $ * : <a 
Ds a ’ - f ¢ it ae 
: } % ae 
D > | = t 
; \ ¥ ; é £ * i 
?, : e 43 N 
hee ¥ a is #, 
om a 3a 4% bi ey * 3 \ 
; | 
; -. P ” ; <q, a 
ae f x : cers " ‘ = 
4 z ‘ ne 
4 gale E J as 
‘ ao. ; ey : 
> 2 4 > i a “ ae ‘ “a *W 
Fi ee Zé * " ate : ET pe 3 gt, ail 
z ais a et _——_ A x <a i 
ras ° — $ Mey, ne enn. P } 
ie £ Ba 7 ~ : — me rs : | 
€ 
cy - 
. a | 
Sa 7 ee 
.. om 
ERs | 
- aoa 
~ aes 
a 
a: ep | 
- ‘a —<—— — — —$$—$$$—$—$—$—$—————————————————————————— — 
— | 
eat ‘ 
, ee Pe 
ean — } 
gee ere 
, hr oe 
ee ee 
ak oe 3:5 : 
ee eee 
“he am | 
A j 
BO rem 
RSE Re as 
ae aeerlas 
Hon’ a! a 
BF tee? 
"a is ou peas | 
Figoy a aie. 
i pas oH rat —————————————————$$$$$[F€<€C§L§L[VQVasas—S— —i i eEoEoEoTooEoEIEeeEoEEE EES ———————£—[{[_L—LEE=aan= SS 
ne. he Aga 
: oe ae PO 
{ ™ : | 
: a : 
4 o « s co P . x a ee a : ag 
tos - iF > > vik “eh i be ‘i %, . — 3 ie 
ot oe ia j , 4 ee Sn, a 2 avy RD Sa os Pe * SR 
Pe 2. + oe ie MK 8 Tn ae ol : * gor ai ‘ 
a he ah — ‘ : a ae : WE = eemane wie ——— 70 sh 
pee at A bin ele AF one P f ie iat 
pies ee ie se 3 > ; Jee: saat 
Sars dit at te 4 > J ¥ ‘a “ % z Se 
rll ate TA ie 6 i : A ve 3 eh 
eo ee % Load ly Ps # | es 
- 2 oa e eo " — ae 
ee ee 4 ” le = 
| pel’ 5 I . ¥ A +2 a tr * eg 
a ; Sd _— = P a be’ “i, _ 
7 : P << eso O Beto : re ee: a 
Bay 2h ma. } » . SOK pelts: oe Se es * AEEEEP en a 2 eke ae 
bed eich ts ie 4 . 5, tii ss es = aS soe Bigs ee ck So SS a ema #3 Be Site a 
Ne tice ai eta De dk gsi Eo ek eS or ee ee PR - Pg / ne 
Pai Sameer oe om le : anoret - a lliataaa se «7, m pee 
peers ates "ache" ees i eee ih, ane ee em : eutge Fok * a ‘ oper aoe at 
see <a ee a er =; eG nis = : ee. oe ee 
A, ene pe A Po : ee ee Risks Shire om oneal cen ee 
ae ‘ oa Wee < —  siuameestiale a eer e- m8 a aie pee: Sy i. i -— 
7 x , Ae gions ee Sectvehe ’ wae PE ae a ~N  eSlD aa agF 
6% A "2 % me “% Sancti ier en mn aoe ice age ea ol PS: gaa ame 
se - Po * - . , a Sake Ah thse oe ; ‘ SiN, a oh ate 2 ah 
sa jen, <i j % i ee. ee Rags Bix x ge et Seek eee ee hae 4 being toe os 5 i a eel 
cat * co oe we | Ft ee lO eee Oe > ks CO oes . tte. siete ing, oe SS 
Eo ii! Ma a” 4% Re ee eee Sie. se ee ae sp tam AE owe ames ti : * Me tee > ee a 
ae ee 
Bes a 
sta fay 
i gi ee 
Bete ta 
eae. ae, 
| 
; | 
‘eae c= Bes Pe 
ee Lee 
- | es §=— ee 
Rate rs | 
ie" a; 
wg i ine 1 
Ei, Tee 
Bart, = a 
aoe es, e 
ls as | 
Be ie ay Ft 
- ee | 
aa : 
IE a aaaia tai iii aa ——— 
Soe eye og FY ————————— 
aa — | s 
: | ; Pe Be 
3 We 
| ' 
v 
; 
; : 
> a | : 
ie i 
a nan = | 4 
% ie 3 
aa b | 3 
oe 
S : | 
ar a. 
ee | “ 
| 
5 s _ ' 
1 ee ee 
i - | 
ae « | 
Tae a 
7 a 
et ae | 
Be | nek a a ee 
Be 4 es 
AS Re shcaee De, a 
ere, Oke’ d 
Be See ae ae 
ay: Ba ; I 
Na eee ee 
Yat Beatie BY ae 
on oo 
a. eee 
ees : . ey 
Re Te panes S| ee 3 & ; ; i fe x res i 2 ie oe vs 
Se Afi: ee Age i Cathie | hie 2. 2 iS ecelprmes: Ao ge “i x Cor Daan st a Oe Pe bee VS * ig a Serpe: z : een aer ee 9, She 2 Niet Gen be ’ we, : ae ay ee Pts eal Uae oo ee ee as Bo tose he) setae . Se a 
eda oe eats SA e <A ie f if , : iene | Saee Yes ape CAE eee speeds ; ve : Sich ee a3, ald Saas oa 
eh gee ie SO he. 3 a J = ey baie a7 eae ee : Sra Ae Poa ae hey Bae ara ; i iy ley rie fee a ears se BOs Ses oe Sree seNena hear Sita 


July 5, 1937 ADVERTISING AGE 


i 
Il” ie 


\WR 


| QUEB 


SMT 


Canapa AS A MARKET is a definitely known 
quantity to those American Manufacturers who have 
discovered the value of the national magazines of 
Canada as a direct, friendly and productive approach 
to the people. For these magazines offer you direct, 
sales-productive access to the buying power of nine 
wealthy Canadian provinces. 


QUEBEC, for instance. Here is a Province that 
speaks with two voices... FrenchandEnglish. Here, 
both races live amiably, side by side, differing in 


| thought and tradition ... but both consumers .. . 
with full appreciation of modern commodities and 
services. 


In THIS RICH PROVINCE live nearly 3,000,000 
people, divided into 538,245 families. It is an urban 
Province, only 36°; of its population living on farms. 
And it is a wealthy Province, where per capita wealth 
is $2,269, where the Pulp and Paper Industry produces 
$56,477,428 a year, and where industrial production 
amounts to $653,066,534 annually. 


Over HALF A MILLION PEOPLE in 
. Quebec speak English only, and a very 
U great number of the French population are 
: equally at home in English. Taste and ap- 
3 preciation is backed by buying power in 
this population to a degree that substan- 


a 64 National Home Monthly - 


Y 


=. a ee 


advertising message through the interesting me- 
dium of magazines. 


In QUEBEC there are 538,245 homes; 358,584 urban 
and 179,661 rural 


hated IN QUEBEC THERE ARE ———-—-——— 


259,530 Telephone Subscribers 

378,705 Wired Homes 
256,629 Owner Occupied Homes | 
| 170,813 Licensed Automobiles 
98,685 Subscriptions to this group of 
Magazines 


| 


Topay, shorter working hours have given people 
more leisure time, more time for reading. This is 
reflected in the growing circulation of magazines. 
Higher earning levels, and the development of edu- 
cational facilities have contributed to the broadening 
of the magazine market. 


THE FRIENDLY and familiar atmosphere of the 
magazines of Canada takes your sales mes- 


CANADAS MAGAZINES sage to the most active buying centres of 


Canada... direct to a free spending people 
whose standards of living are second to 
none... and where response to your appeal 
comes in prompt buying action. And the 
national magazines of Canada give you 
concentrated coverage of every Province in 


tially rewards the vendor who presents his SELL CANADIANS the Dominion. 


THE PROVINCE WITH TWO VOICES 


. & Maclean’s Magazine « Canadian Magazine « Chatelaine 
Canadian Home Journal 


NATIONAL COVERAGE FROM SEA TO SEA 
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Byoir Named 
in Louisiana 
Promotion Step 


New Orleans, July 1—-While ap- 
pointment of Carl Byoir & Associ- 
ates, Inc., New York, to attract new 
industries and more 
Louisiana, will mean emphasis on 
publicity rather than advertising, the 
present schedule is for a 50-50 divi- 
sion, Byoir announced today. ~ Thus 
far, it is said, only one-half of the 
$100,000 appropriation has been made 
available. It will be used for pub- 
licity, with advertising to follow as 
the other $59,000 is found. 

Byoir will work with the newly 
created Louisiana state department 
of commerce and industry in exploita- 
tion of the resources of that common- 
wealth. 

The $100,000 appropriation by the 
Legislature, according to an an- 
nouncement by Gov. Leche, now in 
Quebec, will be used “to promote the 
civic, industrial, and commercial in- 
terests of the state and particularly 
to attract new industries to it.” 


A. B. Patterson, president, New Or- 
leans Public Service, Inc., has been 
appointed chairman of the state de- 


partment of industry and commerce. | 


= 


tourists to) 


LIVESTOCK 


500 NEWSPAPERS 
UNITE AGAINST 


GUILD RESTRAINT 


(Continued from Page 1) 
James G. Stahlman, publisher, 
Nashville Banner, and _ president, | 
American Newspaper Publishers As- | 
sociation, who presided at the special | 
Chicago conference, was named | 
chairman by this committee, with 
Lincoln B. Palmer, general manager, 
A. N. P. A., as secretary, at a 
sion following the general meeting. | 
Other organizations which signed 
the resolutions insisting that news 
channels be kept open and free, in- 
cluded the Southern Newspaper Pub- 
lishers Association, American Society 
of Newspaper Editors, Pacific North- | 
west Publishers Association, New | 
England Daily Newspaper 
tion, New York State Publishers Asso- | 
ciation, Inland Daily Associa- | 
tion, California Newspaper Publish- | 
ers Association, Pennsylvania News- 
paper Publishers Association, Texas 
|Newspaper Publishers 
jand Ohio Newspaper Association. | 
| One resolution outlined the view- 


ses- 


Press 


Associa- | 


} 


Association 


point of the newspapers in detail, 
and a second created the machinery 
to maintain freedom of the press in 
these words: 

“Resolved, that this convention au- 
thorizes and directs a committee 
comprised of representatives of the 
associations joining in the call for 
this meeting and such other news- 
paper associations as may be desig- 
nated by them, to transmit the ac- 
tions of this convention to the news- 
papers of the country and take steps 
to keep the public informed of the 
import of the issues involved.” 


Demand Unbiased News 


The second resolution, reciting at 
length the publishers’ conception of 
their responsibility to the public, 
read as follows: 

“The newspaper 
lishers from all 
United States individually and 
through their co-operative associa- 
tions are gathered here to take ac- 
tion upon the American Newspaper 
Guild’s recent declaration for the 
closed shop in editorial and news de- 
partments. We recognize the fact 
that when a problem of major impor- 
tance to the public is presented to 
us, the public is entitled to a state- 
ment. 

“This meeting is by no means one 
of opposition to collective bargain- 
ing, better hours, pay or working 


editors and 
sections of 


pub- 
the 
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WOW-—Radio Capital of Nebriowa 


Nebraska and lowa are in top 
rank as meat producing states. 


Meat from NEBRIOWA is first 
quality, and brings top prices. 


make W O W 


Nebriowa. 


As second largest packing center 


in the nation, Omaha is trade 


center for virtually 
farmers. Millions 
meat-money make 


vertisers reach this 


WOW! A 


Owned nile 


Wo 


fertile trade territory. Alert ad- 


regional cleared 


Operated 


vdmen of the 


all Nebriowa 
of dollars in 
Nebriowa a 


area through 


John Blair 


World 


channel... 5, 


NBC Red Network programs 


wow 


Omaha, Nebraska 


John Gillin, Jr., Mar. 


590 KC 


000 watts ... and 


the radio capital of 


Co.—Representatives 
New York, Chicago, Detroit, San Francisco 


FIGHTS CLOSED SHOP 


G. Stahlman, 
and publisher of the Nashville Banner, 
presided at a meeting of more than 500 
newspaper leaders last week at which the 
gage was laid down to Guild efforts at 
closed editorial shops. 


James ANPA president 


conditions for newspaper men 
women. 

“We are here to discuss the closed 
shop as a matter of journalistic and 
public principle, not as an economic 
issue. 


and 


Four Constitutional Pledges 


| “Established for the benefit of all 
the people are four fundamental 
rights in the constitution—freedom 
ot religion—freedom of speech — 
freedom of the press and freedom of 
assembly. Experience has proved 
and even now is demonstrating in 
Russia, Italy and Germany that in- 
terference with one of these funda- 
;mental rights means the curtailing 
of the others—the collapse of liberty 
itself. 
| ‘Freedom of the press is not an ex- 
;emption accorded by the constitution 
{for the benefit of publishers; it is 
| but one of these four guarantees. It 
lis a publisher’s responsibility, a citi- 
|zen’s right—one which entitles him 
to an accurate statement of what is 
| taking place in order that he may 
jhave the facts wherewith to judge 
matters of public policy and take 
whatever action may be necessary to 
|} protect himself and that which he 
| holds dear. 


Facts Needed Today 


“There has never been a time in 
our history when uncolored presenta- 
tion of news is as vitally important 
as today. The extension of the great 
serving news to 
varying social, 
nomic, political and religious beliefs 
has emphasized this development of 
impartial news” treatment. Thou- 
j}sands of men and women are devot- 
|ing their lives to the gathering and 


press associations 


newspapers of eco- 


| presentation of the news. without 
| bias. 

| “Only upon such a foundation of 
|factual reporting can sound public 


opinion and wise public policies be 
| based. 

| “This vital service of the press to 
| the public can be performed properly 
only when those who are responsible 
| for the publication are free to choose 
the persons whom they deem best 
| qualified to report and edit the news. 
This responsibility cannot be dis- 
;charged if some outside authority, 
beyond their control, determines 
whom they shall or shall not employ. 
That is precisely what the American 
| Newspaper Guild seeks by its de- 
|mand. And that demand is the more 
|}serious because the Guild is now 
committed to a number of definite 
political objectives. 


| 
| 


Bias Is Charged 

“The 

| Guild Louis by 
}resolution took positions on such de- 


recent American 
convention in St. 


Newspaper 


batable subjects as the war in Spain, 
the court bill, and the support of a 
particular political party. In the 
) same convention the Guild as an or- 
|ganization enlisted as a partisan in 


{the tremendous 


public dispute now 

involving the entire labor move- 
ment in this country. 
“Following its expression on the 


public policies enumerated, the Guild 
laid down mandatory rules calling 
| for a 


closed or Guild) shop The 


closed shop is present in mechanical 
departments of many newspapers— 
absent in some. We unite now, how- 
ever, in unswerving objection to the 
closed shop for news and editorial 
department workers—not because we 
regard it as a labor issue involving 
questions of wages, hours, and work- 
ing conditions, but because we are 
unwilling to turn over the news 
columns to any group already com- 
mitted as an organization on highly 
controversial public questions. 

“We make no charge that bias is 
found per se in the work of a Guild 
member. To do so would imply bias 
per se in a non-Guild worker. 
Neither is true. Bias arises, how- 
ever, among any group respecting 
any policy common to the group. No 
newspaper can command confidence 
in the fairness of its news presen- 
tation if it selects all its employes 
from only one political party, one 
religious denomination, or any one 
group devoted to a single cause. 


Need Objective Viewpoint 


“We do not deny that causes re- 
quire champions, and that progress 
springs from the genius of advocates. 
Equally important to society, how- 
ever, are those who report the con- 
troversial scene. It is the news- 
paper man’s job to do that, not as 
a partisan but as an objective ob- 
server. 

“Therefore be it resolved, that as 
editors and publishers here as- 
sembled from all parts of the United 
States we declare our unalterable 
opposition to the closed Guild shop 
or any other form of closed shop for 


those who prepare and edit news 
copy and pictures for newspapers, 
and we hereby express our deter- 


mination not to enter into any agree- 
ment upon such basis.” 


OPEN BOOK AND MAGAZINE 
GUILD MEMBERSHIP DRIVE 


New York, June 30.—-At an open 
membership meeting of the Book 
and Magazine Guild held here this 


evening the opening gun was fired in 
a drive to unionize all categories of 
workers engaged in book and maga- 
zine offices and create a unit in this 
field similar to the American News- 
paper Guild. 

Sketching the organizational steps 
already taken to weld white-collar 
workers to the labor movement, 
Lewis Merrill, president of the 
United Office and Professional 
Workers of America, CIO interna- 
tional union with which the Book 
and Magazine Guild is affiliated, dis- 
the importance of the step 
taken two weeks ago which provided 
for the admittance of office workers 
in publishing offices, who were mem- 
bers of the Bookkeepers, Stenog- 
raphers and Accountants Union, into 
the Book and Magazine Guild, thus 
creating an industrial union in the 
field similar in scope to that of the 
Newspaper Guild. Creation of the 
single union has already resulted in 
an increase in recruiting of mem- 
bers from around 35 to 50 a month 
to 80 recruits in the past 10 days, he 
said. The total membership to date 
he said, is 800. 


cussed 


MIDWEST 
FARM PAPERS 


Verified by Post Office Count 


Reaches More 
Midwest Farms 
Than All — 
5 Nationals 


__Combined 


Wallaces' Farmer & lowa Homestead 
The Farmer, St. Paul 

Prairie Farmer Nebraska Farmer 

Wisconsin Agriculturist & Farmer 
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Times change .. . advertising ideas change 
with them . . . wise advertisers keep up-to- 
date. Thus, the old idea that people imitate 
the bear by digging themselves in during 
certain seasons is “out” today... for people 


themselves are out in all seasons enjoying 
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year-round diversions, year-round traveling, 


year-round motoring. It pays to keep sales 


messages out in the open too, where 


people can see them. Now is the time to 


plan the use of outdoor advertising for 


January as you planned for May! 


Write for our interesting booklet, ‘“You Will Love Me in December,’’ describing the modern trend in outdoor advertising. 
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CUDAHY WIDENS 
DRIVE FOR NEW 
EVER-READY HAM 


Chicago, July 1—Newspaper 
copy, emphasizing “A New Taste 
Sensation in Ham,” will comprise 
the bulk of promotion in a campaign 
which may soon become national in 
scope for “Ever-Ready Ham,” newly- 
introduced by the Cudahy Packing 
Company, M. F. O'Shea, advertising 
manager, said today. 

Preliminary campaigns have been 
staged in various sections of the 
country and are currently scheduled 
for Omaha, Neb., Sioux City, Ia., and 
Wichita, Kan., Mr. O’Shea said. These 
consist of weekly newspaper inser- 
tions, running from 300 to 1,200 
lines. Gradual increase in the extent 
of territory covered by such copy is 
contemplated, he reported, although 
definite plans have not yet been 
made. 

Direct mail, dealer displays and 
point of sale material, such as recipe 
leaflets, supplement the newspaper 


‘sgl 
tet 


With three model examples in the fore- 

ground, Hirao Sampei Company, Tokyo, 

has introduced this full color poster to 

promote its face cream for use by 
Japanese maidens. 


advertising. In addition, Mr, O’Shea 


said, the company has made success- 
ful use of the Adcaster in several 
stores. This device flashes a con- 


tinuously moving copy message on 
the wall. 
Stress Taste Appeal 


All copy is based on the taste ap- 
peal of the ham and likewise points 
to its advantages as a summertime 
food in its convenience and variety 
of preparation. It is claimed that it 
cooks in one-third the usual time 
and that lack of shrinkage provides 
one-third more meat to serve. Also 
emphasized are its uses as a ready- 
made food for cold cuts and sand- 
wiches. 

The Good Housekeeping Institute 
seal of approval likewise receives 
prominent display in the newspaper 
copy. Advertising for the ham is 
being directed by Roche, Williams & 
Cunnyngham, Chicago, with Lloyd 
Maxwell as account executive. 


McCullough Named 


Lee R. McCullough, Chicago adver- 
tising agency, has been appointed to 
direct the account of Bilhorn Broth- 
ergs Organ Company, Chicago. Re- 
ligious publications as well as those 
in the trailer field will be used. 


Newborn to “Examiner” 


Charlton A. Newborn, formerly 
advertising manager of the Sunday 
Detroit Times, has been appointed 
Sunday advertising manager for the 
Los Angeles Examiner. 


85,861 
WOMEN 


WANTED TO KNOW 


ONE DAY'S 
MAIL 


Amazing Reader Response 


Scored by SEATTLE POST- 
INTELLIGENCER 


KEEN advertisers and space buyers buy newspaper circulation on the 


basis of reader interest and response. 


On this 


acid test consider the 


SEATTLE POST-INTELLIGENCER for the first SLX MONTHS of 1937: 


Murch 


subscribing family for the daily issue! 


Seventeen thousand, four hundred seventy-four women phoned in to the 
Women's Department for household information and guidance; 6,503 called 
personally; 45,384 wrote in, and 16,500 attended three great Homemakers’ 
.gatherings in Seattle's Civic Auditorium. A total of 85,861 women made 
individual effort to get further help from Seattle’s great morning news- 


paper.JA little more and it would have been enough to represent every 


HOW’S THAT FOR READER RESPONSE? 


Circulation Substantially More Than 


100,000 - - - 
200,000 - - 


DAILY 
SUNDAY 


orward in Seattle 


with the Forward Marching 
Seattie Post: Intelligencer 


Represented Nationally by Hearst International Advertising Service 
Rodney E. Boone, General Manager 


Broad Changes Due in Sales 
Picture Outlined to AMA 


Cleveland, July 1—Broad changes 
in the sales picture of the near future 
were sketched by business and in- 
dustrial leaders last week-end before 
the Mid-West convention of the 
American Marketing Association, 
staged with the co-operation of the 
Cleveland Advertising Club. Signifi- 
cant in the trends presented to the 
convention as influencing this pic- 
ture are: 

1. Fair trade and other price fix- 
ing legislation which will level off 
the advantages formerly enjoyed by 
larger com- 
panies through 
size and volume 
of purchasing 
power. 

2. Articulate 
consumer oOr- 
ganization, com- 
pelling amore 
thorough atten- me oh eke, 
tion by the ys = \ 
manufacturer to wes A) 
the consumer’s ed 
“eo ding Frank Coutant 
of sums which 
might otherwise go to the govern- 
ment under the corporate surplus 
tax in research and product design. 

4. Consumer resistance to rising 
cost of living, making necessary an 
increase in the efficiency of produc- 
tion. 

Stage Research Session 


In a session devoted to the re- 
search side of these questions, pre- 
sided over by Frank R. Coutant, vice- 
president, Brown & Tarcher, Inc., and 
president of the AMA, the conven- 
tion heard Ben Nash, consultant and 
designer and head of Ben Nash, 
Inc., and Lynn W. Ellis, president of 
Ellis Plan Associates, as headline 
speakers. 

They were followed by Pauline 
Arnold, president of the Market Re- 
search Corporation of America, and 
Warren Bishop, editor of the Wash- 
ington News Letter for Manufac- 
turers. : 

James H. McGraw, Jr., chairman 
of the board, McGraw-Hill Publish- 
ing Company, Inc., and Mr. Coutant 
addressed the session on marketing 
at which Sterling E. Graham, adver- 
tising manager, the Cleveland Plain 
Dealer and president of the Cleveland 
Advertising Club, presided. 

The final sessions were devoted to 
fair trade policies and practices, with 
Wroe Alderson, division of commer- 


John Lane L. W. Ellis 


cial research, Curtis Publishing Com- 
pany, and Eldridge Haynes, regional 
vice-president, McGraw-Hill Publish- 
ing Company, as chairmen. 
Speakers were Tell Berna, general 
manager, National Machine Tool 
Builders Association; Dr. Paul 
Lazarsfeld; John W. Love, the 
Cleveland Press; Victor L. Keys, sec- 
retary of the Ohio Fair Trade com- 
mittee, and Robert S. Wilson, vice- 
president in charge of sales, the 
Goodyear Tire & Rubber Company. 
Drs. H. H. Maynard, T. N. Beckman 
and Kenneth Dameron, of Ohio State 
University, also presented a sym- 
posium on the Robinson-Patman Act. 


Design Last: Nash 


In his discussion on “Developing 
Products That Sell,” Mr. Nash cited 
legislative and other factors con- 
tributing to the increased impor- 
tance of product design and point-of- 
sale merchandising, but he empha- 
sized that design should come last, 
not first, in the marketing plans. 

Only in this way, he declared, can 
the final product do its rightful share 
of selling at the point of sale. 

Dominating the shifting scenes in 
the competitive picture is the price 


levelling which will come as a result 
of legislation, but there are other 
contributing factors, Mr. Nash said. 

It is increasingly apparent, he said, 
that consumers are prepared to make 
themselves heard on how they want 
to buy their products. Incorpora- 
tion of the consumer’s wishes in de- 
sign specification will enable the 
manufacturer to get a larger share 
of the consumer’s dollar, Mr. Nash 
said, than will otherwise be available 
with the decrease in price differen- 
tials. 

Increased production costs will also 
force the manufacturer to concen- 
trate more heavily upon the selling 
effect that the package or product 
itself can produce, Mr. Nash asserted. 
He advanced the belief that many 
corporations, in avoiding payment of 
the tax on corporate surplus, would 
spend this money in market research 
with an attendant boost in attention 
to design, packaging and point-of- 
sale selling. 


Research Not Academic 


Research must prove its worth as 
something more than academic 
theorizing, Miss Arnold declared in 
her address on “Research as a 
Builder of Sales.” 

She pointed out that while re- 
search is most often the motivating 
force in marketing decisions of to- 
day, it is handicapped by its confi- 


Pauline Arnold 


Ben Nash 


dential quality which deprives it of 
“testimonial” boosting. 

“We sometimes need to tell each 
other and the world that research 
does not end with the bound re- 
port,” she said and cited several 
case histories in which research 
proved its worth as directly con- 
tributing to increased sales. 

Mr. Ellis, speaking on “Avoidable 
Waste in Marketing Research,” de- 
plored the lack of a “common spring- 
board” in research technique. ‘We 
shall not even begin to have a 
science of marketing research,” he 
said, “until we get together on some 
one outline of business under which 
all hands can efficiently mobilize 
ideas.” 

“Our Biggest Business” 


Terming industrial marketing as 
“our biggest business,” Mr. McGraw, 
in the session devoted to that field, 
pointed out that while natural ex- 
pansion, stimulus by governmental 
expenditures and a 10 billion dollar 
armament race have pushed busi- 

(Continued on Page 22) 
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3 Regardless of where Arizona Al “draws up” it 
Zz can be expected he'll eat “heavy”. For instance, if 
i ‘in Arizona’s Maricopa county, with Phoenix its. | 
“4 ‘center, $10,303,000.00 was spent for foods in " 
ve : 1938. Yeu Armin he he iat They i" 
o ‘ 
out £ take Phoenix to aa every ‘man, woman s : 
as and child i ia es United States with FOUR lettuce %% The Phoenix Republic and Gazette offers advertisers 106% coverage of 
14, salads! And right now eastern tables are being all families living in Maricopa county which accounts for 40% of the state’s 
i “toned up a uihoutll oldie of which ap- population. 
a proximate sai are shipped annually from Xk %cKTAR may be included on either the NBC red or blue networks by live 
i concerns desiring to increase sales in the responsive Arizona market. 
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Newspaper Trading Areas 


O. C. Harn, managing director of 
the Audit Bureau of Circulations, in 
an address before the Newspaper Ad- 
vertising Executives Association at 
the A.F.A. convention, as reported in 
the June 28 issue of ADVERTISING AGE, | 
suggested a complete change 
method in handling the knotty prob- 
lem of defining trading in 
newspaper circulation statements. 

There is probably no more difficult 
subject in the field of marketing than 
that of setting up retail trading 
areas. Many different methods have 
been used, and there have been ob- 
jections to all of them. The A.B.C. 
has been working out its definitions 
in the light of the actual operations 
of retail merchants in each city, cou- 
pled with information as to the dis- 
tribution of newspaper circulations. 
As Mr. Harn pointed out, however, 
the retail trading area thus 
lished has represented a compromise 
of a number of opinions, many of 
them conflicting. 

Under the plan, which 
will be discussed and voted on at the 
A.B.C. convention in Chicago next 
October, the trading area will be 
thrown overboard completely, and the 
bureau will simplify its task by 
measuring newspaper circulations in 
terms of counties in which 20 per 
cent greater coverage of families 
is supplied. Thus the advertiser 
may determine for himself the extent 


of | 


areas 


estab- 


proposed 


or 


of coverage in which he is inter- 
ested, and evaluate the available cir- 


culations accordingly. 


While this method has obvious ad- 
vantages in simplification of the prob- 
lem, and likewise enables the bureau 
to return to its normal function of 
supplying factual information, un- 
by opinion, there some 

of his plan with which 
newspapers are not in entire accord. 
For example, it has been pointed out 
that while newspaper circulations 
usually supply a good indication of 
the areas from which local merchants 
draw their trade, this does not nec- 


colored are 


features 


essarily follow. Some newspapers, 
because of the time of publication, 
circulate over wider areas” than 
others in the same communities. 


Thus the problem of indicating trad- 
ing in terms of circulations 
only may be confusing to the adver- 
tiser. 

The the smallest unit 
which may be used in breaking down 
circulations, and therefore will 
convenient method of de- 
coverage of a 


areas 


county is 
rep- 
resent a 
termining 
given The method 
may get away from 
knotty problems which exact defini- 
tion of trading areas in A.B.C. re- 
ports has encountered heretofore. At 
all events, the proposal to eliminate 
the trading area, as such, from cir- 
culation statements important, 
both to advertisers and publishers, 
and it is to be hoped that Mr. Harn’s 


relative 
area. suggested 


some of the 


is 


suggestions will be given careful 
consideration between now and the 
time of the annual convention § in 


October. 


The Editorial 


Advertisers 
justified 
American 


are watching with 
the battle of 
Newspaper Guild for ree- | 
ognition by newspaper publishers on 
a closed shop basis. 


interest 


The publishers, | 
meeting in Chicago June 29, adopted 


resolutions which vigorously oppose 


the principle of the closed shop in 
relations with their editorial em- 
ployes. 


ADVERTISING AGE has reported that 
the Guild is attempting to include in 


Closed Shop 


| with the radical CIO, has indicated a 


the | 


point of view on current social, polit- 
ical and economic problems which is 
not in line with those of the public 
at large and the publishers of news- 


papers. It is a point of view which 
might easily color the treatment cf 
}news of vital moment to the wel- 


its union organization advertising and | 
circulation employes. Aside from this, | 


advertisers recognize the fact that the 
value of any medium rests upon the 
ability with which it is edited and the 


success with which it supplies worth 
| 


while information to its readers. 

It that the Guild, 
in breaking away from the American 
Federation of Labor and allying it 


is unfortunate 


fare of the country. 

It of the 
to the newspapers and the publie to 
the 


is greatest importance 


maintain facilities for accurate 
the 
with organizations 
reflect the normal 


American point of view, especially on 


and impartial presentation of 
Affiliation 


do 


news. 
which not 
a closed shop basis, represents a seri 


ous possibility of distortion of facts 


|or biased interpretation which would 


elf | 


be definitely both to 


readers, 


harmful the 


their 


and 


newspapers 


COPY SUBJECT GETS STRONGLY IMPRESSED 


Aariculturist 


Southern 


Imitation Victim 


(As 
Age, 


viewed in 
publication 


Schenley's 
of Schenley 
ucts Company) 


Liquor 
Prod- 


A trademark is important not only 
the man who owns it but is 
equally important to the retailer 
who sells the goods, and the con- 
sumer to whom it is a guarantee 
that when he buys the product 
again he will get a product of equal 


to 


quality. 
But in every community and in 
every line of business there are 


those who would prefer to live by 
the reputation and the labor of oth- 
ers rather than their own. In the 
liquor trade this position is held by 
the trademark pirate who sells prod- 
ucts under names and labels that 
are so similar to those appearing on 
well known brands that he hopes 
thereby to deceive the consumer into 
buying the substitute. Frequently 
he will induce the retailer to handle 
his product by the promise of a long 
profit which he can well afford to 
allow because of the inferiority and 
low quality of the whisky in his 
bottle. 

What happens to the reputation of 
the retailer who lends himself to 
this practice? It is only a question 
of time before he loses his own repu- 
tation. By selling nationally known 
brands of established quality the re- 


tailer establishes consumer 
fidence. By dealing in a_ pirate’s 
brands the retailer destroys not 


only his own share in the good-will 
which the brand advertising has cre- 
ated but also destroys his own rep- 
utation. 


Soap Sign 
(As viewed in Soap) 
American industry consumed more 
and fats in 1936 than ever be- 
fore in the history of the country 
almost five billion pounds. 
industry used about one-third of this 
total, according to the annual figures 


of the Bureau of the Census, 


oils 


show- 


| 


Views eae ious Outside 


If the consumption of soap is 
really a true reflection of the state 
of the civilization of any nation— 
they also say this about sulfuric 
acid, coal, tooth paste, paper, ladies’ 
silk hose, and a host of other things 

then, maybe we are slipping. But 
at any rate, if soap consumption has 
reached an impasse, which super- 
ficial examination of the figures 
might indicate, then possibly some- 
body should find out why. 


Space Gauge 
(As viewed by Clifford Turner, adver- 
tising manager, Glaxo Laboratories, 
Ltd., in The British Advertiser, or- 
gan of the Incorporated Society of 

British Advertisers) 

Someone once called advertising a 
profession. Ever since then many of 
us have tried to look as though we 


were born in top hat and spats. But 
let us, like the modern advertise- 
ments, be distastefully frank. Ad- 


vertising is, alas, not a profession— 


;} unless by undictionarical chance the 


| often 


Con- 


| both enterprises. 


verb “to profess” means ‘to (more 
than not) pretend.” Advertis- 
ing may wear a morning coat but it 
still pushes a huckster’s barrow, it 
may don wig and gown but its laws 
are still mammon-made; it may have 
many a potent drug in its dispensary 
but it still has no pharmacopeia. 

Even so, there are signs of awak- 
ening. The A.B.C. is making mag- 
nificent progress and the I.S.B.A. has 
given us, with its independent read- 
ership survey, our best media refer- 
ence volume to date. 

Much has been said for and against 
But little practical 


|attempt has yet been seen to apply the 


The soap | 


ing a slight increase in tonnage over | 


| 1.8.B.A. 


the figures for 1935. However. the | 
rate at which the consumption of | 
fats by American industry for all | 
purposes expanded last year, was 
once again greater than the expan- 
sion in fat consumption at the soap 
kettle. 

Year after year, since the peak 
vear of 1929—-when fat consumption 


by soapers was several hundred mil- ! 


piling facts and figures in other than 
old grubby rule-of-thumb ways. 
Take one example—the valuation 


| of space in mixed media. It is a prob- 
| lem 
| frequently. 


which faces many of us all too 
With national newspa- 
pers alone it is common practice to 


reckon the value of space in terms of 


its cost per column inch per 1,000 
readers. And with periodicals the 
basis of comparison is usually cost 


per page per ditto. But variations of 


column depth and page _ size limit 
this method almost to the point of 
uselessness. 


Has it ever occurred to any of us 
that the A.B.C. certificates and the 
survey—-the latter supply- 
ing by research what the former may 
not by audit—provide an opportunity 


of achieving a common. basis’ in 


| which the value of newspapers and 


lion pounds greater than it was in 
1986, and when the soap industry's 
share of total fat consumption was | 
14.5°.—-soap production has _ fluctua- 
ted within comparatively narrow | 
limits. Toilet soap use rises, bar 
laundry soap consumption goes 


down, granules and powders go up, 
chips go down, and so forth, but no 


change which would’ indicate’ a 
broad, permanent upward trend in| 
;jzeneral soap consumption is ap- 


| parent. 
‘ 


periodicals can be compared together, 
one against the other, quite irrespec- 
tive of page-size variations? What 
space buyer or advertising manager 
(so often one and the same) will not 
recognize that such a common 
nominator could of immense 
sistance in the efficient allocation of 


be as- 


appropriations particularly when 
the sum available is small and yet 
ithe advertising net must needs be 
cast wide. 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1188. The McCall Home Appli- 
ance Program, 

In this illustrated brochure, Mc- 
Call's describes the research, surveys 
and tests behind its preparation of 
household appliance articles, and 
shows the interest created among 
readers in the modernization of 
kitchens and equipment. 


No. 1189. Studies of Hotel and Res- 
taurant Markets for Liquor and 
Sanitation Products. 

This heading covers a 10-page re- 
port on the “Market for Sanitation 
Products in Hotels and Restaurants,” 
and an 18-page report on “The Liquor 
Market in Hotels and Restaurants,” 
issued by Ahrens Publishing Com- 
pany as the first two in a series of 
10 market studies. 


No. 1190. Why the Chicago Daily 
News Ranks First in Grocery Ad- 
vertising. 

This folder gives several reasons, 
and contains a table showing the 
standing of Chicago newspapers in 
grocery advertising among the first 
160 daily papers in the U. S. 


No. 1191. Syan Blue B. 


The International Printing Ink 
Corporation has released this labora- 
tory report on the characteristics and 
applications of Syan Blue B, a prod- 
uct of a new blue pigment. 


No. 1192. Rock Island-Moline, Third 
Largest Illinois Market. 


A wealth of market facts about the 
Rock Island-Moline trading area is 
contained in this booklet issued by 
Rock Island Argus and Moline Dis- 
patch. Maps and charts round out 
the picture of location, population, 
sales, circulation of the papers, and 
the agricultural and industrial set 
up of the market, 


No. 1176. 
ket. 
Midwest Farm Paper Unit has is- 
sued this pamphlet giving Midwest 
farm market figures and a descrip- 
tion of who reads the papers. 


The Midwest Farm Mar- 


No. 1170. Who’s Who and Where. 


A new druggist route list booklet 
has been prepared by the Syracuse 
Post-Standard in co-operation with 
the Syracuse Nabor Druggists Asso- 
ciation. It covers all retail druggists 
in 16 counties of central and North- 
ern New York, trade association of- 
ficers, wholesalers, and chain buyers. 


No. 1172. Here’s the “B-P Plan’’. 
This folder, issued by Thomas Pub- 
lishing Co., New York, gives adver- 
tising, circulation and editorial in- 
formation about Building Products. 


No. 1175. 
tising. 
Issued by Stanley & Patterson, Inc., 
this booklet discusses general types 
of animated displays and gives costs 
of this kind of advertising. 


Animated Display Adver- 


No. 1148. Standard Market Data for 
WFBR, Baltimore, Maryland. 
This brochure issued by radio sta- 
tion WFBR contains market data on 
| the Baltimore trading area, merchan- 
dising service offered by the station, 
and a description of its facilities and 


de- | 


coverage. Also included is a study 
of radio ownership and listening 
oo based on a Ross Federal sur- 
vey of Baltimore’s metropolitan dis- 
| trict. 

| No. 1183. 
| This folder, issued by Forbes 
| Lithograph Company, gives a_ brief 
outline of some of the factors that 
jenter into the creation, development 
land distribution of window displays 


Window Displays. 
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—UVERTISING age 


up on Connecticut turkey farms shows a 
1937 crop of only 85,000 birds, which is 
3,000 less than 1936 sales. The crop in 1936, 
centering in Litchfield county where many 
large commercial growers operate, was 
nearly 52°%% over 1935. The 1937 figures 
show increases in Litchfield, Fairfield, Hart- 
ford and Windham counties, but decreases 
in all other counties. 


ITALY’S WOOL ab, 


The cow rivals the sheep in keeping Mus- 
solini’s soldiers warm, for an Italian scien- 
Antonio Ferretti, 


ust, has discovered a 


means of making artificial wool from milk. 

This wool substitute, called lanital, is 
made from casein and is treated in much the 
same way as is rayon. Snia Viscosa, an 
Italian rayon manufacturing company, has 
undertaken the industrial development of 
the product. 

The process is not patented, but is being 
kept strictly secret. American dairy chem- 
ists are trying to unravel the mystery, hop- 
ing to create, thereby, a profitable by- 
product for creameries with a lot of skim- 
milk on their hands. So far, however, little 
has been accomplished in this country and 
Mussolini sull has the secret safe for Italy. 


GOSPEL WAGON ea. 


The church will go to the people this sum- 
mer when young and liberal Bishop Henry 
Wise Hobson of the Episcopal diocese of 
Southern Ohio will abandon Saint Paul's 
Cathedral in Cincinnati and take the gospel 
by trailer to 23,000 persons in 78 parishes 
and missions of the diocese who are largely 
without places of worship. 


LIFE AND DEATH -def@tlla. 


Sull active in farm work at 101 is W. H. 
Lucas, celery grower, near Sanford, Florida. 
On his birthday, May 30, the Seminole 
county agricultural association gave him a 
“blow out” and presented him with a new 
set of hand tools. “Clean living, clean 
mental and physical employment, and a 
contented mind_ did it,” says Lucas. 

Late in May Eugene Davenport, dean 
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world grieved 


emeritus of Illinois College of Agriculture, 
drove from his farm at Woodland, Mich- 
igan, to take part in a special event at 
Urbana, Ills., where he served agriculture 
so faithfully for so many years. The dean 
is 81. 

Sorrow will mingle with joy and mirth 
during the National 4-H Club Camp which 
opens in Washington June 17, because two 
of the motivating spirits have departed with 
May. 

New Jersey’s 12,000 rural boys and girls 
in 800 4-H clubs are sad because their 
leader for 20 years, Arthur M. Hulbert, has 
gone away. Dr. J. G. Lipman, dean of 
New Jersey College of Agriculture, speaks 
their hearts when he says: “Known and 
loved from Sussex to Cape May.” 

William H. Kendrick, for 25 years the 
motivating spirit of 4-H club work in West 
Virginia, died at Jackson’s Mill, the pioneer 
state 4-H camp development whose 523 
acres and buildings and equipment valued 
at more than a quarter of a million dollars 
are a living memorial to his vision. 


SKIMMING MILK Di 


Two more years of milk control are as- 
sured in New Jersey where Governor Harold 
Hoffman has signed the bill backed by lead- 
ing farm organizations. No change is an- 
ticipated in membership of the milk control 
board, which will continue present policy. 

Milk control was made permanent in 
Pennsylvania when the legislature passed a 
bill providing for a milk control commission 
of three members who will have power to 
say what farmers get, consumers pay. The 
commission is a continuing body. Each 
member’s term is six years. The Interstate, 
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Out of the largest fortune 
in this country, John D. 
Rockefeller’s 1934 will, 
above, left a mere twenty- 
five million to a grand- 
daughter. The rest had 
gone to the great Rocke- 
feller philanthropies 


” hair, her 


when Jean 


producers’ co-op in the Philadelphia milk 
shed, demands $3 per 100 pounds for 3.55% 
milk, while the dealers tell the commission 
they can’t pay present price of $2.88. 

Ohio will have no milk legislation for 
two years at least, because farmers, declar- 
ing price fixing unnecessary, helped to de- 
feat a milk control bill in the assembly. 

Oregon has a new cream grading law 
which directs the state department of agri- 
culture to set up grades, and makes com- 
pulsory the payment of one cent a pound 
on butterfat in each higher grade. 

A new law passed by Nebraska's one- 
house legislature sets up grades for cream 
but does not specify payment by grades. 

Of the two New York milk bills sent to 
the governor, the Rogers-Allen came out 
on top. When he signed this bill, under 
which dairymen and dealers are authorized 
to bargain for better prices, he termed it 
“a highly essential measure for the protec- 
tion of the producer.” Commissioner Peter 
Ten Eyck asked dealers and producers to 
work with him, which sets at rest reports 
that he was about to step out as head of 
the department of agriculture and markets. 

Hearings on Connecticut milk bills at 
Hartford netted a demand for a grand jury 
investigation of Connecticut Milk Pro- 
ducers Association, charges that the milk 
administrator was guilty of willful neglect 
of duty, and pleas from grangers, college 
folk, economists, and even dairymen for 
stiffer control. 


CATCHING UP «el 


Crop reports for 1936 do not give Nevada 
credit for growing any cotton, but John R. 
Hughes grew 400 acres successfully and this 
year will raise 2,500 acres on his Nye county 
ranch. Other farmers watching this year’s 
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What interests farm folks? Here is just one Page from home- makers’ Pages, fiction, editorials — Pages that ‘ 
the July issue of Farm Journal. 1,325,000 families had make for Cover-to-cover exploring at once. . 
it on Monday, June 14th, just four days after editorial Perhaps that is the reason Farm Journal is leading the 
forms closed. Did they read jt? Wouldn't you? field on keyed copy advertising teturns—on totq] line. 
' ia age gains — on dollar revenue gains. 
| And there is the secret of Farm Journal's editorial] dal g < 
| technique *+ + Pages like this scattered throughout the F J oO tu R N r \ L hn 
book... Sandwiched in between technical articles ag 
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FRIEND OR FOE, 
ULTIMATUM IN 


ICE CREAM WAR 


Franklin Wages Bitter Battle 


On Substitution 


Kansas City, .Mo., July 1.—Using 
a bludgeon instead of the polite ad- 
monitions which usually feature copy 
having a dealer as well as consumer 
appeal, Franklin Ice Cream Company 
has launched what it believes to be 
the largest and most aggressive local 
newspaper anti-substitution campaign 
ever placed in this country. 

While some line drawings 
ized in the campaign 
XX ice cream, actual 
are relied on more heavily to show 
the loss of business and good will 
risked by dealers who attempt to 
expand their profit margins by sub- 
stituting some less well known ice 
cream for Franklin XX. 

While such retailers are criticized 
vigorously in the newspaper cam- 
paign, the other side of the picture 
is also revealed. One half-tone show- 
ing a smiling clerk and a satisfied 
young woman receiving her allot- 
ment of ice cream carries this head- 
line: 


are util- 


Bonus for Rectitude 


“Reward for dealer who refuses 
extra profit—Franklin XX _ dealer 
gets my business for everything.” 
The copy continues: 

“*T want the most for my money!’ 
says this young matron. ‘That’s why 
I buy everything at the drug store 
that shows the Franklin XX sign. I 
know that druggist actuaJly pays 
more money for Franklin XX in 
order to give me the costlier-made 
ice cream. I know he doesn’t try 
to make an extra profit at my ex- 


pense by buying ice cream at a lower 


for Franklin | 
photographs | 


PEPPERELL TELLS WEAR. RESISTING STORY IN PICTURE SEQUENCE 


i 
AJ 
z 


Wear-resisting qualities of Tapered- Weave sheets, 


‘ 


ee ne ae 


‘ost and charging me full price 
that’s why I know I can depend on 
anything I get from him.’” 

The same point is given a some- 
what different angle in an artist’s 
cartoon strip showing the adventures 
of “Sandy,” a Scotchman who is in- 
tent on having Franklin XX and no 
other ice cream. He asks the drug 
store clerk for this brand and is told 
that “We've got some just as good.” 

“Mon, dinna ye pay less for it?” 
queries Sandy, the clerk being too 
confused at this direct question to 
give a lucid explanation. And Sandy 
continues triumphantly, “Then ye 
should charge a heap less, Ye 
wouldna make two profits?” 


too. 


Substitution “Dangerous” 


A photographic strip done in the 
cartoon style is also designed to 
warn the dealer of the dangers of 
substitution. Candid camera _ shots 
show a young matron ordering 
Franklin XX by telephone, the apolo- 
getic expression of the dealer as he 


— 
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Add to advertising axioms 


of advertising: 


do so again tomorrow.” 


Worcester’s average 


Gazette covers 


MORE 
THAN 


31, 19937. 


PAUL BLOCK 


New York Chicago Boston Detroit 


Thomson Is Right ! 


the favorite rez 
director of the American Newspaper Publishers Association's bureau 


“Wherever else you advertise, you are only reaching 
people who have read the newspapers today and will 


— J) - 


For Worcester, Massachusetts, the statement 
would read something like this: 


“Wherever else you advertise, you are only reaching 


people who have read the Telegram-Gazette today and 
will do so again tomorrow.” 
‘ 


93% 


Of All Newspaper Buyers in 
Worcester Buy the Telegram or Gaette 


And of all families both in Worcester and 


zone which every day receive in their homes 
a Worcester daily paper—the Telegram- 


85% 


In the city and average 18-mile retail trading zone (populatio 
433,000) the Telegram-Gaz« ae concentrates an average net paid 
circulation of over 100,000 daily. TOTAL cir tion: 114,098 
average net paid daily for the thre nth period ding March 


THE TELEGRAM-GAZETTE 


Worcester, Massachusetts 
George F. Booth, Publish 
AND ASSOCIATES 


Philadelphia 


nark of William A. Thomson, 


the City of 


18-mile 


retail trading 


SIX DAYS 
EVERY WEEK 


ar 
el 


National Representatives 


San Francisco Los Angeles Cincinnati 


| 


| 


explains that he hasn’t got this 
brand, the disappointed face of the 
housewife as she answers “Never 


mind,” and the disgusted countenance 
of the retailer as he sees a sale 
vanish. 


By way of contrast, another photo- 
graphic study shows a smiling dealer 
announcing , “Sure we have what our 


customers want,” and the equally 
zracious housewife asking that a 
quart of Franklin XX be sent over 


right away. 


Story of Survey 


As a prelude to this smashing copy, 
designed either to convert a dealer 
or make an enemy of him for life, 
the company used large newspaper 
space for the claim that a survey 
showed that more Kansas City resi- 
dents demand Franklin XX than all 
other 14 brands combined. Ross-Fed- 
eral, in charge of the research, found, 
according to the advertiser, that 24.- 
331 of 46,325 local citizens queried 
named Franklin XX as their favorite 
ice cream. The research organiza- 
tion, which was assisted by local 
parent-teacher organizations, asked 
the single question, “What brand of 
cream do you like best?” The 
identity of the advertiser was not 
divulged in any instance, according 
to Franklin. The results in various 
listricts also made interesting read- 
ing. 

The same copy which gave these re- | 
sults also devoted considerable space 
to Franklin’s quality story, saying 


ice 


that some ice cream experts regard 
the company as “crazy” for using 
such expensive materials, but that 


the poll proves the soundness of the 
policy. 


Druggists Open 
War on Patent 


Semili/ WEAVE me | 


product of Pepperell Company, Boston, are given graphic emphasis 
in this new sequence display appearing in retail stores. 


Preparations 


New York, June 30.—Radio and 
newspapers will be added to the car) 
and bus cards now being employed 
by the Consolidated Brooklyn Retail 
Pharmacists, Ine., in an effort to con- 
fine the drug business to drug stores, 


and involving an attack on proprie-| 
tary medicines. 

The copy now 
public to have prescriptions filled | 
only at stores displaying the asso-| 
‘iation emblem, endorsed by 
joint ethical committee of the drug 
organization and the Kings County 


Medical Society. 


To End Diversion 


motion of 
States Pharmacopeia and 
Formulary pharmaceutical 
tions’ will automatically end diver- 
sion of drug business to 
stores, cosmetic shops, stationery 
stores and even push-cart peddlers.” 
It is waging a 


that prescribing patent 
sugests auto-diagnosis by the patient 


in the future. 


| view-Delineator, 
| 
| several 


N.Y !Phone Book 
Rates?Are’ Under 
running urges tne| POC Jurisdiction 


the | Service Commission 


ings in the Red Book, a classified 
idirectory and advertising medium 
|published by the New York Tele- 


| 
| 


The association believes that pro-| ing handed down this week by the 
“the prescription of United | commission. 
National | 
prepara- | 


“chain | 


campaign of educa-| 
tion among physicians, pointing out! 
medicines | 


“MIS FINE SHEETS TAPERED WEAVE" PUTS 
EXTRA STRENGTH IN THE WEAR-OUT ZONE 


Whole Family 
Testifies for 
Shredded Wheat 


New York, June 29.—The warm 
cordiality of the home fireside has 
been transplanted by National Bis- 
cuit Company, New York, to the ad- 
vertising pages of national maga- 
zines in a testimonial campaign that 
features entire, typically American 
families as staunch proponents of 
Shredded Wheat as a daily breakfast 
food. Federal Advertising Agency, 
New York, is handling the campaign. 

Dominant in each full-page layout 
is a group photograph of the family, 
with brief biographical notes on par- 
ents and children. Sketches of se- 
lected family members engaged in 
favorite sports and hobbies are 
worked into the presentation and 
tied up with Shredded Wheat’s value 
as a health and happiness builder. 

A typical advertisement in the 
series dwells on “These Millards of 
New Jersey’, who are labelled “Alert 
and Energetic” in a banner headline. 
The family group shows Mr. and 
Mrs. Millard and their five sons and 
one daughter. Accompanying 
sketches portray one athletic son on 
skis and the father, who “knows se- 
crets of keeping fit,” on the fairways 
of Greenbrook Country Club. An- 
other sketch, showing Mrs. Millard 
and her young daughter, labels the 
mother ‘Food Champion.” 

Other families scheduled to date in 
the testimonial series are the Phil- 
lips of Indiana, the Sheppards of 
Connecticut and the Cooks of Ohio. 
Each family is said to be a bona fide 
user of Shredded Wheat. Magazines 
in which the advertisements appear 


include American Magazine, Cosmo- 
politan, Good Housekeeping, Ladies’ 
Home Journal, McCall's, Pictorial Re- 


This 
newspaper 


Week, plus 
rotogravure§ sec- 
tions. 


30.—The Public 
has jurisdiction 
rates charged for space and list- 


New York, June 


over 


phone Company, according to a rul- 


Annual Awards 
Will Be Given 
Script Writers 


New York, July 1.—An attempt to 
raise the standards of radio scripts 
by recognizing the work of outstand- 
ing playwrights, has been launched 
by the Radio Script Foundation, char- 
tered to bestow distinctive merit 
awards in the field. The endowers 
are Joseph M. Koehler and Georgia 
Backus, president and chairman of 


the board respectively, of Radio 
Events, Inc. 
Plays broadcast within the six- 


month period starting September 1, 
and March 1, will be judged by a 
committee including William Burn- 
ham, advertising manager, Bigelow- 
Sanford Carpet Company, Inc.; An- 
tony Sanford, radio director, J. Wal- 
ter Thompson Company; Alfred J. 
McCosker, president, Bamberger 
Broadcasting Service; and six others 
representing the theater, radio crit- 
ics, actors, playwrights, technicians 
and the radio industry. 

In addition to prizes to playwrights 
for first, second, third and fourth 
awards, with $100 the first prize, 
the Radio Script Foundation will 
make a special award to the director 
of the play receiving first award and 
will present a commemorative plaque 
to the station originally broadcasting 
the play. 


Hendrickson Promotes 


Dahl and Corbett 


G. K. Dahl, editor of World Con- 
vention Dates, published by the 
Hendrickson Publishing Company, 
New York, has been elected vice- 
president of the company, succeeding 
the late Joseph Cleres. 

Irene Corbett, circulation manager, 
has been named to the treasurer’s 
post for the same company. 


No Lemons 


and Oranges 


Missouri does not raise 
citrus fruits—but that’s 
about the only crop the 


state does not produce. And 
talking about livestock, 
name an animal—domestic 
that Mis- 
souri does not raise. 


ones of course 


Let’s take cattle as an 
example. On_ the state's 
luxuriant blue grass _pas- 
tures, some 2,600,000 head 
are grazing. That exceeds 
the number of cattle in each 
of forty other states in 
America. 


In other words Missouri 
is a shining example of a 
state whose agriculture is 
truly diversified. The fail- 
ure of one crop does not 
put its farmers on the rocks. 
“Not all of its eggs in 
one basket. 


are 


The tidy sum of some 
fifty million dollars will 
soon be passed around for 
the wheat crop alone. Isn't 
it a safe assumption that a 
modest farm paper appro- 


priation might help you get 
your share? 


The decision allows the commis- 
sion to entertain a complaint that the 
telephone company has fixed ‘unjust, 
unreasonable, arbitrary, 
tory and extortionate” 
nection with the publication of sub- 


scribers’ names in the directory. 
The 19386 classified directory, the 

opinion noted, had gross revenues of 

more than $2,900,000, with a net 


profit of more than $1,440,000. 


discrimina- | 
terms in con-} 


 MISSOUTi 
M 4 RALIST 


Publication and Business Office 
| Topeka, Kan. ; 
| 445,000 SUBSCRIBERS 
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MODERN MESSAGE 


The old pose of the witch on the broom- 
stick is given modern and effective trans- 
lation in this new Canada Dry counter 
display. Polygraphic Company of Amer- 
ica, New York, lithographed the display. 
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New York, June 29.—Bigelow-San- 

ford Carpet Company, Inc., New 
York, today reported that its first 
co-operative dealer advertising cam- 

tt paign had proved so fruitful that the 

n- joint effort will be continued through 

he the fall months. The campaign was 

= launched on a test basis six months 

ng ago, with dealers assuming half the 
local newspaper advertising costs 

er, and Bigelow-Sanford the other half. 

r’s Success of the plan, which has en- 


listed the support of several thou- 
sand dealers throughout the country, 
was attributed to a well rounded 
merchandising and copy service pro- 
gram put into effect by the company 
last January. Newspaper mats, rang- 
ing in size from small single column 
layouts to half pages, were made 
available to dealers, and monthly 
merchandising bulletins were issued 
containing full details of the adver- 
tiser’s national magazine campaign 
as well as timely seasonal sales hints. 
In addition, a free copy and layout 
service was offered dealers who 
planned advertisements outside the 
scope of the mat service. Full color 
blowups of magazine advertisements, 
counter cards and other point-of-pur- 
chase sales aids were also furnished. 


Merchandise Magazine Campaign 


A unique feature of the dealer 
newspaper advertising was the mer- 
chandising of the Bigelow-Sanford 
national magazine campaign, thus 
tying up the retailer’s local promo- 
tion efforts with the manufacturer’s 
broad campaign. Dealer layouts 
called attention to Bigelow-Sanford 
full-page color advertising in Amer- 
ican Home, Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, True Story and Woman's 
Home Companion. A typical dealer 
layout carried the headline, “As Ad- 
vertised in the April True Story,” 
and reproduced the magazine’s front 
cover together with the Bigelow-San- 
ford page in that issue. Copy then 
went on to tell the dealer’s own sales 
story. A requirement of every dealer 
advertisement was that the Bigelow- 
Sanford trade mark be reproduced 
somewhere in the layout. 

Bigelow-Sanford’s fall plans call 
for an expansion of the magazine 


Goodrich Tests 


“Success Doctor’’ 


“Success Doctor,” a radio tran- 
scription featuring Harry Balkin, a 
character analyst, is being tested by 
the Goodrich Rubber Company over 
Station KMBC, Kansas City. 

The 13 weeks series ties up with 
the Goodrich Service Stores of the 
city in offering free “success charts” 
to listeners who will call at the stores 
for them. 


Gibbons Appointed 


James A. Gibbons, formerly in the 
advertising and sales promotion de- 
partment of Peabody Engineering 
Corporation, New York, has joined 
the field sales organization of the 
Hancock Valve Division of the Con- 
solidated Ashcroft Hancock Com- 
pany, Bridgeport, Conn. 


Bank Invites 
Its Patrons to 
Birthday Party 


Newark, N. J., July 1—A reception, 
recently held by the National State 
Bank at the Robert Treat Hotel to 
celebrate completion of 125 years of 
service, proved so illuminating to all 
concerned that officers of the vener- 
able institution suggested this week 
that advertising henceforth be given 
the role of “reception in print.” 

The social meeting with customers, 
the first of the kind ever held by this, 
and perhaps any other bank, outside 
of its own quarters, proved mutually 


enjoyable. The bank officials re- 
ported they learned that a little un- 
bending, either in person or in print, 
induces cordial business relations 
without any impairment of the prin- 
ciples of sound banking. Some of 
the clients are reported to have been 
surprised to find that the guardians 
of their money were so catholic in 
their interests. 

Resulting advertising, usually two 
columns by a full page, has reflected 
the new discoveries. The new cam- 
paign is signed by W. Paul Stillman, 
vigorous young president of the bank, 
and while Mr. Stillman does not write 
all of the copy, he does a lot of edit- 
ing, usually in the interest of more 
enthusiasm. 

The anniversary campaign and fol- 


Corporation, Clifton, N. J., under Mr. 
Stillman’s direction. The former re- 
lates that the National State Bank 
came into being just before the col- 
onies declared war on the mother 
country. The latter asserts, in 
warmer language than is commonly 
used by banks, that age has not with- 
ered the vigor of the institution nor 
its zeal to serve. 


Manning Appointed 


John E. Manning, formerly vice 
president and general manager, Firks 
Studios, Chicago, has been appointed 
Western manager of Designers For 
{ndustry, Inc., with headquarters in 
Chieago. He succeeds H. C. Good- 
ng, who was recently appointed 
Eastern manager for the company, 


lowing copy was prepared by Osborne | headquartering in 


Pending the appearance of the first 


issue of The Digest, I want to answer 
some of the questions which seem to 


be on the minds of advertisers. 


I bought The Literary Digest because 
for a long time I have believed there 
was a place and a need for a weekly 


of the sort we propose to publish. 


The name of the new magazine is 
“The Digest.” 


Each issue will aim to digest every- 
thing of significance happening in 
the world, and everything in print 
that is most worthy of thoughtful 
reading. It will feature people, pic- 
tures, opinions, cartoons, events, gov- 


ernment, business and articles. 


Our only political affiliations are with 
The United States. We shall seek as 
readers, those who believe in Amer- 
ican institutions. The nature of its 


editorial contents will, we think, at- 


tract to The Digest a selective aud- 
ience of able, busy people of influ- 
ence and means, who are responsible 
for the continued progress and well- 


being of America. 


Outside financial or business inter- 
ests have no share in the ownership 
of The Digest. Its capital set-up 


assures permanency. 


The Digest will cost 10 cents. The 
first issue will be on newsstands Tues- 


day, July 13. It is a weekly. 


We guarantee 400,000 circulation. 
That is conservative. The actual cir- 
culation should approximate about 
500,000. 


The cost per page is $1,300, which 
is low compared to similar publica- 


tions. 


When the first copy is printed, we 


will tell you a more detailed story. 


is campaign to include full pages in Alb SA J 
ro- color in The American Weekly to ert aw, r. 
zet promote a new fiber rug called ‘Mar- Publisher 


val,” retailing at $14.95. Newell- 
Emmett Company, Inec., New York, 
is the agency in charge of magazine 
advertising. 


G-E to Issue New 
Graphic Magazine 

“On The Top,” published for 10 
years by the General Electric Com- 
pany has been discontinued. 

A new dealer publication, ‘The 
General Electric News Graphic” in 
modern magazine format, will re- 
Dlace it, it was announced. 
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IGA LAUNCHES 


DRIVE TO ENROLL == 


10,000 STORES 


Sales Conclave T old of Stores 
Without Shelves 


Chicago, June 29.—Store modern.- | 
ization, with stress on streamlining 
of exteriors and interiors, was empha- | 
sized today as more than 1,000 whole- | 


sale and retail members of the Inde- | Johnson 


pendent Grocers’ Alliance, here for 
a two-day merchandising conference, 
heard J. Frank Grimes, president of 
the IGA, outline a drive which is ex- 
pected to increase to 10,000 the num- 
ber of retail IGA outlets. 

Stressing volume sales as a neces- 
sity in a “coming period of competi- 
tion,” Mr. Grimes emphasized 
the fact that the housewife is still 
the boss in determining the distribu- 
tive trends affecting the retail food 
merchant. 

Considerations other than price 
alone will motivate her future choices 
according to Mr. Grimes. 

“The housewife wants her grocery 
store to be a food fair,” he said. “She 
looks for colorful displays, attractive 
merchandising atmosphere and seeks 
to find new foods and new uses for 
old ones.” 

Further predictions of effects of 
price legislation on merchandising 
were presented by J. Sidney Johnson, 
merchandising and advertising direc- 
tor, who, with Mr. Grimes, voiced 
his approval of the Robinson-Patman 
act and other similar measures. 


also 


lis expected 


| present, 


| Holden, Graham & 


“In the store of the future,” Mr. | 


COOL COPY FOR SCHLITZ iN HOT MONTHS 


we, 


ee 


Perfection on Ice “* im 


at Made Milw jukee 


This cool scene will be posted in 500 cities from coast to coast for the Joseph 


Schlitz Brewing Company, Milwaukee, July 25. 


McJunkin Advertising Company, 


Chicago, designed the poster. 


declared, “legislation will 
control the mark-up or selling prices 
of many items. Taxes will be large.” 
The competitive situation 


tation, he pointed out. 
disappear and 


“Shelves will 
merchandise will be 
more attractively displayed,” he said. 
“Shopping will be a delight.” 


Advertising copy and radio trans- | 


criptions for wholesalers and retail- 
ers of the Alliance are prepared by 
the home office for weekly releases, 
but use by members is entirely vol- 
untary. In many 
of retailers or of wholesalers and re- 
tailers band in co-operative use of 
the newspaper space or the radio 
program, “One Girl in a Million.” 

Heavy use of both these mediums 
materially to aid the 
drive announced by Mr. Grimes. At 
the Alliance has approxi- 
mately 6,500 retail outlets, 


instances, groups 


Bowman to P & P 
William B. Bowman, formerly with 
Clark, Ine., De- 
troit, has been named to head the re- 
search department of the new De- 
troit office of Paris & Peart. 


; y, I/ 
| 
y ) 
re 


nner. . 


| 
would 
therefore resolve on product presen- | 


Fisher Guild Extends 
Contest Closing Date 


The closing date of the model car 
design competition, sponsored by the 
Fisher Body Craftsman’s Guild, De- 
troit, has been extended to midnight, 
July 9. Two $5,000 university schol- 
arships are the top prizes offered. 

Cash awards, ranging from $25 
to $100 will go to 14 winners selected 
in each state and the District of Co- 
lumbia. It is from this group that 
the 18 regional and grand prize win- 
{ners will be picked. 


| Mrs. Zimmerman Named 


Mrs. Lynn A. Zimmerman, form- 
erly advertising manager, Klamath 


Falls Herald and News, Klamath 
| Falls, Ore., has been named advertis- 
|}ing representative for The Club- 
woman, official publication of the 
General Federation of Women’s Clubs 
in America, Washington, D. C. 


Mackinac Appoints 


Mackinac Island has appointed the 
|Campbell-Ewald Company, Detroit, to 
\direct an advertising campaign pro- 
| moting the resort advantages of the 
island. Magazines, posters and news- 
| papers will be used. 


ief and has demonstrated that good 
taste and the love of beauty, far from 
being limited to any small “class,” ap- 
eals just as much to those lovers of fine — 
things who have always been present in 
e “mass,” but were heretofore inex- 


million —has been growing by leaps and 
bounds and the leveling-off point— 


Advertising now being accept 
the October issue. 
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RAILS’ PICK-UP 
SERVICE LEAPS 
200% IN 1936 


Washington, D. C., July 1.—Devel- 
opment of pick-up and delivery serv- 
ice by railroads on less-than-carload 
freight, with its broad significance 
in distribution, was portrayed today 
in figures released by the Interstate 
Commerce Commission, showing a 
200 per cent increase in 1936 over 
1935. 

In 1936. Class 1 railroads spent a 
total of $15,055,853 for this “special 
service” against $5,062.636 in 1935 
and $3,491,448 in 1934. These figures 
do not include the expense where 
the carriers performed this service 
with their own employes. 

sy «districts, payments in 1936 
were, Eastern. $3.703.975:; Southern, 
$4,077,546, and Western, $7,274,332. 
The totals by districts in 1935 are: 
Eastern, $2,242.301; Southern, $515.- 
791, and Western, $2,304,544. In 
1934 Eastern lines spent $1,339,571: 
Southern, $401,721, and Western, 
$1,750,156. 

Collection and delivery of freight 
was extended to virtually a nation- 
wide basis last year. The Interstate 
Commerce Commission suspended 
the collection and delivery rate 
schedules of Eastern carriers in the 
spring, but approved them in the 
autumn. After being subjected to 
legal attacks in two court proceed- 
ings, both of which failed, the sched- 
ules became effective last Novy. 16. 


New Competitive Facts 

Now viewed as an integral part of 
railway operation, free pick-up and 
delivery of L. C. L. shipments has 
made freight service more complete, 
and has aided materially in the re- 
covery of much business lost to com- 
peting carriers. 

This service has an interesting 
history. More than 100 years before 
the advent of railroads, pick-up and 
delivery of freight, with appropriate 
charges, was performed in England 
in connection with canal boats and 
over-the-road haulers. It was a nat- 
ural thing for the railroads to ar- 
range for the same service when 
they came along. 

In 1855, an English cartage com- 
pany started trucking in store-door 
service for Canadian railways at 
Toronto, Hamilton and London. From 


|this beginning. it spread to the prin- 


cipal cities of Canada. 

The Philadelphia, Wilmington & 
Baltimore Railroad, which was then 
the only line between the Quaker 
City and Baltimore and was taken 
over by the Pennsylvania system in 
1881, inaugurated direct store-door 
delivery, as such, in the United 
|States at Baltimore in 1867. In 1883, 
the Pennsylvania extended this serv- 
ice to Washington and Georgetown 
ostensibly as a temporary expedient 
to relieve congestion at the freight 
terminals. It was not intended to be 
permanent. Three years later the 
Baltimore & Ohio Railroad instituted 
it at Baltimore and Washington in 
order not only to solve the conges- 
tion problem. but to meet competi- 
tion with water lines. 


Service Withdrawn in 13 

| The service was presumed to 
cover the transportation of articles 
falling within the first four classes 
)ot freight; but numerous exceptions, 
such as household goods, plate glass. 
etc.. were not included in this de- 
ilivery. In consequence of the rapid 
and continuous growth of the City 
}of Washington, this service caused 
j}considerable trouble between the 
‘carriers and their patrons due to the 
increasing cost of the deliveries. 

Attempts were then made by the 
carriers to withdraw this service at 
the national capital, and, upon com- 
plaint to the Interstate Commerce 
Commission, it was held that it must 
be continued so long as it was in 
effect at Baltimore. It was  with- 
;}drawn at both points on September 
1, 1915. Pick-up and delivery service 
was first introduced in this country 
on a large scale in the Southwest 
in 1931. 
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“Standard” = 
HOSTESS 
Stk 


Easy access is the main appeal to house- 

wives in new newspaper advertising of 

Standard Sanitary Manufacturing Com- 

pany, Pittsburgh, for its “‘all-service" 
Hostess sink. 


Continental in 


Debut with New 
Quart Beer Can 


New York, June 29.—Continental 
Can Company, Ine., is taking 1,000- 
line space this week in newspapers 
in a number of Eastern centers to 
announce the advent of the first 
quart beer can, for which O. C. Huff- 
man, president, predicts a quickly 
earned popularity of a degree com- 
mensurate with that won some years 
ago by the quart ginger ale bottle. 

The first user of the new ‘‘man- 
size’ can is P. Ballantine & Sons, 
Newark. In addition to special large- 
space advertising this week on sepa- 
rate pages in the 113 newspapers on 
its regular schedule, the brewery is 
running small space tie-ups alongside 
Continental Can’s copy in the New 
York Evening Journal, Herald Trib- 
une, News and Times, the Brooklyn 
Eagle, Boston Herald-Traveler and 
Post, the Newark Evening News, and 
the Springfield Union, and Republi- 
can and News. 

The can company’s copy stresses 
the convenience of the new size and 
continues the company’s offer with 
respect to beer marketed in _ its 
smaller cans of a money-back guar- 
antee “that no matter what beer or 
ale you buy in our Cap Sealed Can, 
it will taste better.” According to 
the company, the new can is expected 
to cut into the pail and miscellaneous 
open container from taverns 
and otherwise find favor among the 
“family” trade. 

In addition to Ballantine, Horton 
Pilsener Brewing Company, Inc., 
New York, and West End Brewery, 
Utica, have signed contracts tor the 
Continental quart can, it was an- 
nounced. 


sales 


Billingslea Named 
J.C. Billingslea Company has been 
named to represent The Nation's 
{griculture in Eastern territory. 


“| Am 
Your 
Letterhead” 


if yeur letterhead could talk, 
would it speak proudly of your or- 
ganization’ Would it tell the story 
of a modern, progressive business 
—or would it perhaps be a little 
ashamed of its appearance? 

It is a well-known fact that letter- 
hends DO talk, and that yours is 
either speaking for—or against— 
you. A modern, well-designed let- 
terhead is a superb investment. It 
reflects character, instills confi- 
dence. Yet such a letterhead need 
not be costly—and will not be costly 
if you order from us. 


SEND FOR FREE PORTFOLIO 


Write today—or merely pin this adver- 
tisement to your letterhead—and mail 
to us; we will send you FREE and 
without obligation a copy of our new- 
est Portfolio of Modern Lithographed 
Letterheads, also a complete price Lst, 
showing prices en six grades of paper. 


UNIVERSAL LITHO. & STATIONERY CO. 


4817 DIVERSEY AVE., CHICAGO, ILL. 
TELEPHONE SPAULDING 7000 
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Rope up to the size of husky hawsers 
gets point-of-sale push in this new coun- 
ter display for the American Manufac- 
turing Co., Brooklyn, produced by East- 
ern States Carton Division of Robert 

Gair Company, Inc., New York. 


HEAT WILL SPUR 
CALVERT’S NEW 
WHISKY EFFORT 


New York, June 29.—During the 
“heat” season, when advertising 
schedules for whisky are customari- 
ly curtailed, Calvert Distillers Cor- 
poration will conduct a more strenu- 
ous campaign for its whiskies than 
in other months, it was revealed to- 
day. . 

Promoting the theme that a 
vert Collins” is the coolest 
there is, the company will 
tise in newspapers on its 
schedule, during July and 
the use of Calvert whisky instead 
of gin for long drinks. Copy will 
contain a more direct selling appeal 
than last year when it reported a 
scientific test of the cooling effects 
of drinking Calvert Collins under 
tropical Guinean skies. 


“Cal- 
drink 
adver- 
regular 
August, 


Use Cartoon Strips 


Cartoon strips, depicting two men 
leaving an office on a scorching day 
and then sitting at home enjoying 
a “perfectly blended drink,” will be 
used, with the last space given over 
to instructions on how to make “the 
famous Calvert Collins.” Typical 
headlines to be run include “Heat 
Too Much to Bear?” “Dog Days Call 


For Calvert Collins!” They will be 
illustrated with sketches of polar 
scenes, with some of the captions 


in rhyme. 

Introduction last year of the idea 
of using whisky instead of gin for a 
collins was an important factor in 
boosting sales more than 240 per 
cent over sales of the previous sum- 
mer, company officials said. 


Gin Promotion Continued 


The drive to increase the summer 
use of whisky will not interfere, it 
was said, with the promotion of Cal- 
vert gin, which has been on the mar- 
ket for only a few months. News- 
papers in Eastern markets and in a 
umber of monopoly states will be 
ised, with cooling drinks success- 
fully combatting the heat waves as 
he copy theme. 

Other whisky companies here re- 
‘ealed no special emphasis would be 
placed by these companies on en- 
couraging whisky drinking in the 
hot months. 


Mayers Appointed 
Western Air Express, 
‘ie Douglas ‘Mainliners” between 
Los Angeles and Salt Lake in con- 
Junction with United Air Lines, has 
appointed The Mayers Company, Inc., 
Los Angeles, to handle its advertising. 
Newspapers will get the bulk of the 
«)propriation, it was announced. 


Leslie Appointed 


_ Harold D. Leslie of Albany, N. Y., 
‘ormerly director of the bureau of 
‘lk publicity in the state depart- 
Ment of agriculture, has been ap- 
Pointed executive secretary of the 
Springfield, Mass., Chamber of Com- 


operating 


‘erce 


Todd and Lucky Lager 


Launch Canada Drives 


J. H. Todd & Sons, Ltd., Victoria, 
B. C., have launched a summer drive 


on behalf 
Sunflower 
products. 
pers, posters and window display will 
be used. 

Westminster Breweries, Ltd., have 


of Horseshoe, 
brands 


Tiger and 
of canned salmon 


also begun a campaign promoting 
Lucky Lager in 60 publications 


throughout British Columbia. Both 
accounts are handled by the Vancou- 
ver office of McConnell, Baxter & 
Eastman, Ltd. 


Wells Leaves Ex-Cel-O 

John E. Wells has resigned as ad- 
vertising manager of Ex-Cel-O Tool 
Company, Detroit. He has not an- 
nounced his future plans. 


Newspapers, business pa- 


Four Promoted 
by McGraw-Hill; 
Haynes on Board 


New York, July 1.—Pursuing its 
policy of “developing group and de- | 
partmental functions while preserv- | 
ing the independent publishing man.- | 
agement of its papers,” McGraw-Hill 
Publishing Company, Inc., today an- 
| nounced several changes in its adver- | 
tising sales organization, effective 
immediately. 

Eldridge Haynes, regional vice- 
| president in charge of the Central | 
district, has been elected vice-presi- 
dent, member of the board of direc- 


QQQYY 


Tow 


WEEKLY MAGAZINE SECTION 


tors and member of the publishing |to develop 
operations committee, 
M. W. Perinier, 
Grinton, regional 


its own personality and 
succeeding | standards of performance to meet the 
resigned. Harry | needs of its particular reader group.” 
vice-president in Mr. Haynes will formulate and di- 
charge of the Eastern district, has| rect all activities connected with “the 


| . ee 
been named to succeed Mr. Haynes | general promotion of advertising as a 
with headquarters in Cleveland. A. B.| business influence and of business 
Wheeler of the Business Week adver- | paper advertising in particular,” it 
tising staff in Philadelphia, has been | was announced. The heads of Me- 


appointed Eastern district manager. | Graw-Hill copy and research depart- 
H. P. Ruprecht has been named man-/ments will report to him, as well as 
ager of the Detroit office. ithe regional vice-presidents on mat- 
“Under the direction of the divi-|ters pertaining to group sales, pro- 
sional vice-presidents in charge of | motion and research, 
publishing and their publication man- | 
agers,” the company stated, “it is| 
our purpose to provide for each paper 
the specialized control of its editorial, 
circulation and advertising activities 
that is essential to effective publish- 
ing. Thus, each paper 


| Leo Culver Elected 

Leo J. Culver, formerly with the 
New England Box Company, has been 
elected president of the Westfield 
|Box and Lumbering Company, West- 
is enabled | field, Mass. 
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“Town” Weekly Magazine 
PONSORED by the New York 


weekly magazine section for weekly 


000 population, apparently has “gone Be pe 
to town” with more than 120 papers ©) ‘t« 
in New York, Pennsylvania, and New 
ersey already enrolled. 


Editor & Publisher 


furen. Ulustrator, Does Strip: 7 


‘Town,’ New Weekly Magazine, Gains 


By ROBERT U. BROWN 


With a circulation of over 150,000 
ir its third month of publication, the 


has entered 


th a new daily ae Oe Seo . ob “posted the enthusiasm of TOWN'S di- 
on duly ee oe Se Dee dee Be rectors and believe with them 

pow gg ie Eo Bi gle that this magazine section for 

is director which weekly newspapers will rapidly 

pre wi widen its sphere of influence. We 


etry 3p 
lea sociation at its annual summer meet- 
of ing in July, 1936. The company, Each 
wrap~ Week, Inc., is managed by a board of 
m ¢ directors, president of which is Hart 
I. Seely, publisher of the Waverly 
(N. Y.) Sun and former president of 
© ree the NYPA. Others on the board are 
the cideriy Floyd B. Miner, publisher of the 
Fairport Herald-Mail and past presi- 
dent of the NYPA, treasurer, Harry 
sore than B. Heywood, publisher of the Con- 
» Setur- shohocken (Pa.) Recorder; Harold J 
es have Granger, vice-president and general 
“og. manager; and Charles. L. Pierce, 
te Rochester attorney, as _ secretary. 
. Gecd Main office is in Rochester, N. Y., 216 
° Engineering Building. 
ed i Tabloid with Four-Color 

Town is tabloid size, with a mini- 
mum of 16 pages, four colors on 
newsprint, and includes four-color 
ccmics; serial and short fiction; fash- 
ions, pattern, beauty and home de- 
partments; radio and movie news. lt 
is distributed already imprinted with 
name of paper and dateline ready to 
be inserted in the individual paper. 

Small joined Literary Digest in 
1920 as manager of New York City 
territory. In 1926 he became Eastern 
advertising manager. After gradua- 
tion from Yale he had spent several 
year on System. 

Associated with him in New York 
is Kimball V. Root, also formerly with 
Literary Digest and previously with 
N. W. Ayer & Son, 
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As the printers for TOWN we 
are proud to be identified with 
this lusty youngster. We share 


are backing up our judgment by 
preparing to produce future is- 
sues of many times TOWN’S 
present circulation. 
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STAY CLEAR OF 
‘STREAMLINING’ 
IN TYPE: HESS 


Chicago, July 1.—-Urging against 
indiscriminate and careless use of 
“modernistic” typefaces, Sol Hess, as- 
sociate art director, Lanston Mono- 
type Machine Company, Philadelphia, 
yesterday told the annual Confer- 
ence on Printing Education that 
while streamlining might have its 
place in clothes and furniture, type 
has only one purpose and that is to 
be read. 

Mr. Hess’ address was given at a 
session of the Conference devoted to 
new developments in the graphic arts 
industries. Others who spoke at this 
session to the conclave of public, pri- 
vate and vocational schoo] teachers 
of printing were Kenneth Hunt of the 
Champion Paper Fibre Company, 
Hamilton, Ohio; Dr. L. M. Larsen 
and Fred A. Weymouth of the Inter- 
national Printing Ink Corporation, 
Chicago, and A. G. Fegert, the Chi- 
cago editor of Printing. John A. 
Backus, educational director, Amer- 
ican Type Founders, Inc., Elizabeth, 
N. J., was chairman. 

In pointing out that today’s trend 
gave evidence of a return to classic 
styles, Mr. Hess advised the teachers 
to pay special attention to the domi- 
nant type faces which have been in- 
troduced since the turn of the cen- 
tury. 


Time Proves Value 


He stressed the fact that out of 
the myriad styles developed, there 
are but a few which do the bulk of 
the work and that these few have 
stood “the acid test of time.” 

Mr. Hess related that interest 
around 1900 was centered on the 
classic typefaces. Following this 
came the tendency toward bold face 
which then verged into the so-called 
modernistic period. In the past 10 


DEPTH GIVEN ROBINSON'S SWIM FASHIONS 


4 


JW Robinson Co. 


SEVENTH AND GRAND 


A cut-out background of billowing waves and two cut-out bathing girls on an 
extended platform give effective three-dimensional force to this new Foster & 
Kleiser painted bulletin for J. W. Robinson Company, Los Angeles, specialty store. 


in importance, although he added 
that Bodoni had enjoyed a wider 
use. Cheltenham, he said, was one 
of the few faces developed which 
might truly be called original. 

Mr. Hess said, “There are some who 
believe that shorthand symbols may 
be introduced in place of Roman 
characters, but we don’t need to 
worry about that. Printing has made 
good strides and will continue to do 
so if we mix our use of type with 
plain horse sense.” 


Borden Consents to 


New York Audit 


The Borden Company has. been 
granted a conditional license to sell 
milk by the New York State Division 
of Milk Control, following an agree- 
ment by the company to permit an 
examination of its financial records. 

Since March 1, it has operated 
under an injunction after refusing 
to accede to the demand, but a new 
law, requiring audits of all milk com- 
panies, paved the way for consent 
to the scrutiny. 


4A’s Issues New Analysis 


The American Association of Ad- 
vertising Agencies has issued Volume 
Vi-a of “Market and Newspaper Sta- 
tistics,” covering newspapers in the 
58 cities over 100,000 population in 
the United States and Canada for 
which A. B. C. audit reports were 
issued for periods ended Sept. 30 and 
Dec. 31, 1936. Copies are available 


years, Mr. Hess placed Caslon as first 


to other than 4A members at $6 each. 
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Ask For This 
Book... 


Contains more than 
1200 photographs ready 
for immediate delivery. 
We bill vou $5.00 and 
refund i on vour first 
order of $10.00 or more. 


ITH the photo-montage you can overwhelm the imagination and 


convince at a glance. It creates emotion (as in this photo-mentage 


of the mightiness of the Electrical Industry); piles thrill on thrill; 


builds up an effect that melts sales resistance, literally in the twinkling 


of an eye. Today, this high-powered type of appeal has been brought 


easily within the reach of any advertiser. Develop your own photo- 


montage from our large illustration library of stock photographs. 


Thousands of subjects! Prints on 


KAUFMANN 


approval. 


& FABRY CO. 


Commercial Illustrative Photographers 
425 South Wabash Avenue - CHICAGO - Harrison 3135 
New York Ruprbpentdtives ‘tordinpend $.Mirsbt 122 as 429d: Strest,-Phone Caledonia 5-4594 


MOST THOROUGHLY: EQUIPRED PHOTOGRAPHIC PEANT IN AMERICA 


HALT MONOPOLY 
ENCROACHMENTS, 
N.A.R. G. URGED 


Boston, June 29.—Pointing to the 
recent Supreme Court decision up- 
holding the Louisiana chain store 
tax, Charles E. March, a member of 
the Federal Trade Commission, told 
the convention of the National As- 
sociation of Retail Grocers last week 
that legislation of this sort may 
prove a strong bulwark in their fight 
against private monopoly. 

Further endorsement of legisla- 
tion affecting the food industry was 
presented the association by Theo- 
dore Christianson, secretary-manager 
of the association and former gover- 
nor of Minnesota, who said that the 
Copeland pure food act and Celler 
bill should have the support cf the 
food retailer. Other aids to the in- 
dependent merchant in the _ feld, 
were set forth by Charles E. Smith, 
oresident of the NARG, who ap- 
olauded the formation of the Inde- 
pendent Food Distributors Council, 
and C. C. Teague who emphasized 
the increase in producer co-operative 
movements. 

Painting a dark picture of monop- 
olistic encroachments, Mr. March 
summarized the work of the FTC 
during the past year, and warned 
against the rise of private monopoly 
in a shifting soctal scene. Saluting 
association members as the “last few 
survivors of our economic order still 
eating the bread of independence,” 
he made the declaration that chain 
stores threaten the welfare of the 
nation. 

Emphasizing that the prime pur- 
pose of the Robinson-Patman act is 
to protect the general public from 
monopolistic practises, Mr. March 
declared that it was through this 
legislation alone that the private in- 
terests of individual trades could be 
given administrative protection. 

In his attack on chain stores, Mr. 
March likewise fired a broadside at 
other organizations which he termed 
“monopolistic.” 

“Few people realize,” he declared, 
“that nearly every field of industry 
today in the United States is dom- 
inated by a few giant corporations, 
or how serious is the problem of 
concentrated economic power in our 
country.” 

He quoted such authorities as Wal- 
ter Lippman in advancing the belief 
that private monopoly and _ refusal 
to bargain with “freely chosen rep- 
resentatives of employes,” if persist- 
ently pursued, would destroy the 
moral foundations of private enter- 
prise and pave the way to some form 
of socialism. 

Mr. Mareh said that although it 
was as yet too early to tell whether 
or not special taxes on chain store 
operation, recently enacted in some 
states, would help turn the tide in 
favor of the independent merchant, 
the Supreme Court decision on the 
Louisiana act indicated the Court's 
belief that such special taxes might 
be utilized in promotion of fair com- 
petition. 

Picturing the “little fellow” as the 
chief victim of monopoly, Mr. March 
said that “somehow the transition 
must be made from that economy of 
scarcity associated with private 


monopoly to an economy of plenty.” 


SARDINE SALES 
LEAP T0 LURE 
OF ADVERTISING 


Norway's $80,000 Drive 
Brings Big Return 


New York, June 29.—Advertising 
expenditure of $80,000 produced a 
substantial part of an estimated re- 
tail sales volume of $10,000,000 for the 
Norwegian Canning Industry, promo- 
ters of the sale of Norwegian sar- 
dines, K. G. Martin, account execu- 
tive, Frank Presbrey Company, dis- 
closed today. 

That advertising efforts were re- 
sponsible for a major part of the 
sardine consumption in this country 
can be adduced from Federal figures, 
just released, which show April im- 
ports considerably more than 1,000,- 
000 pounds over those for April, 1936. 
Total imports of Norwegian sardines 
amounted to 2,500,000 pounds during 
the same period. This tremendous 
increase in April imports was made, 
it was said, despite the fact that 
April is considered the bottom month 
for retail sales. 

The Norwegian efforts have cen- 
tered on selling the idea that sardines 
are a nourishing as well as a lenten 
and warm weather food. To this end, 
eye-appeal illustrations, faithfully re- 
producing hot sardine dishes, are 
featured in the copy, in the body of 
which is inserted an offer of a recipe 
book, which has resulted in distribu- 
tion of more than 940,000 of them 
“on request.” 


Use Newspaper Copy 


Advertising has been run consist- 
ently since the fall of 1935 in news- 
papers in 24 metropolitan cities, and 
in The American Weekly and the 
Christian Science Monitor. The cur- 
rent schedule includes 26 dailies and 
19 Sunday newspapers in addition to 
The American Weekly with lenten 
and summer seasons high-spotted. 
The amount available for advertising 
is dependent upon import volume, 
each can of sardines being taxed for 
this purpose by the Norwegian Govy- 
ernment. 

An integral part of the campaign 
has been the cultivation of the deal- 
ers, to whom the agency has turned 
before initiating any move and to 
whose co-operation it attributes much 
of the success of the campaign. Ap- 
proximately 25 per cent of money 
spent has gone into dealer aids, 
which has included hangers, recipes, 
displays, salesman’s ABC, stuffers, 
and cuts. As many as 118,000 pieces 
of display material, in addition to 
the recipe booklets, have been fur- 
nished dealers asking for them. Of 
all point-of-sale aids the agency has 
found greatest response from use of 
small fish-shaped hangers. 

While sale of sardines has con- 
sistently risen since the beginning of 
the campaign, Mr. Martin pointed out 
that present consumption provides 
scarcely one can annually for every 
man, woman and child, and “there is 
practically no ceiling to expansion.” 


Gropp Starts New 


Travel Magazine 
A new weekly publication titled 
The Visitor, edited for vacationists 
in the Pacific Northwest will make 
its debut in July, with Gordon S. 
Gropp of Vancouver, B. C., as the 
publisher. Distribution will be free 
to all tourists and to vacationists. 
Mr. Gropp has published This 
Week in Vancouver for the past three 
years and will continue it as a sec- 
tion of the larger publication. C. H. 
Smith, formerly with the Regina 
Leader-Post, has been appointed ad- 
vertising representative for the Van- 
ecouver area. 


Fleming for Collier 


Robert M. Fleming, formerly sales 
promotion manager for the DuBois 
Soap Company, Cincinnati, has been 
appointed Cincinnati general sales 
manager for the Barron G. Collier 


Company. 


JOINT TESTIMONY 


Louis H. Pink 


eof the State of New York 


Featuring statements on business and 

finance from state leaders, Albany, N. Y., 

savings banks have launched an unique 

co-operative newspaper campaign in 

which the pungent testimonials stand 

without direct identification other than 
the banks’ signatures. 


International C-C 
Elects Thomas Watson 


Thomas J. Watson, president of the 
International Business Machines Cor- 
poration, June 28 was elected presi- 
dent of the International Chamber 
of Commerce in convention at Berlin. 
The sessions were attended by ap- 
proximately 1,600 delegates, repre- 
senting 40 countries. 

Mr. Watson succeeds Dr. F. H. 
Fentener van Vlissingen, of the 
Netherlands. 


Lothrop | Follows Dad 


Lincoln Lothrop, formerly sales 
manager, Caleco Chemical Company, 
Bound Brook, N. J., has become treas- 
urer and general manager of the 
Lothrop Press, Springfield, Mass. The 
company was’ organized by his 
father, the late Cummings L. Loth- 
rop, 30 years ago. ‘Webster H. Gay, 
formerly general manager, has been 
elected president of the company. 


To Guenther-Bradford 
Guenther-Bradford & Co., Chicago, 
have been appointed to direct adver- 
tising for Balpine Needle Bath Oil. 
Newspapers will be used. 


WHAT IS 
FORMULA 
RADIO SELLING? 


WHAT IS 
PRECISION 
COVERAGE? 


WHAT DOES A 
KMBC TESTED 
_ PROGRAM 
MEAN TO THE 
ADVERTISER? 


These and other ques- 
tions will be answered 
when you see this sym- 


bol. 


Watch For It! 


K MBC 


OF KANSAS CITY 


THE PROGRAM BUILDING 


AND TESTING STATION 


Free & Peters, Nat'l Reps. 
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G-E OPENS AIR 
CONDITIONING 
TRAINING MOVE 


Sales Expansion Has Lapped 
Supply of Experts 


New York, June 29.—A shortage 
of technically trained men must be 
overcome before sales promotional 
activities in behalf of air condition- 
ing can be extended further, Gen- 
eral Electric offices here declared 
today in announcing the completion 
of plans to open an air conditioning 
training program for “graduates of 
colleges, technical schools and high 
schools who are desirous of estab- 
lishing themselves solidly in the in- 
dustry.” 

While expansion of markets for 
air conditioning has proceeded at an 
exceedingly rapid pace, the poten- 
tialities in the field are as yet almost 
untouched, it was stated. Solution 
of the servicing and technical sell- 
ing problems, therefore, must be met 
before the industry can talk in 
terms of increased advertising bud- 
gets and use of other promotional 
measures, it was said. 

Practical manuals, courses, and 
distributor training activities have 
been designed by the General Elec- 
tric air conditioning department. 
They will be augmented by various 
forms of instruction in the field by 
district managers and factory men. 


Cleaner Sales Trainer 


General Electric cleaner sales sec- 
tion, Bridgeport, Conn., also has de- 
veloped a graphic film method of 
putting its story across to salesmen, 
utilizing a modernization of the pop- 
ular old stereoscope. 

The results of a recent compara- 
tive test conducted under U. S. gov- 
ernment specifications have been 
built into a three-dimensional ‘‘Fea- 
tures Film.” The film is inserted in 
the specially-designed viewer, re- 
sembling a pair of binoculars, and 
through this the salesman may 
study the results of each step of the 
test. In other words, it was ex- 
plained, the technique employed a 
couple of generations ago to while 
away Sunday afternoons in the par- 
lor has been modernized to tell the 
G-E vacuum cleaner story. 

The 36 frames which compose the 
film contain pictures of the actual 
tests, data on results, and a brief 
outline of the sales promotion ma- 
terial available to dealers. 


Rogers Joins Agency 


Horace D. Rogers has joined the 
copy staff of Russell T. Gray, Inc., 
Chicago. Mr. Rogers was formerly 
associated with the General Electric 
Company in Bridgeport, Conn., and 
the Hammond Clock Company in 
New York. 


A FINE HOTEL 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 


Single, $4 . . . Double, $6 


Featuring two-room sulites from $8 
frigeration. 


ing Pantries. Electric Re- 
e 
Special monthly and yearly rates 
e 
Excellent Restaurant 
and 
Duplex Cocktail Lounge 
Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


Pever 


HOTEL 
125 EAST 50th ST. 


WM. A. BUESCHER, Manager 
NEW YORK 


SELL SECOND PROFITS 


ALABAMA COELON 
MANE FP ACTURERS ASSOCIATION 


Alabama Cotton Manufacturers Associa- 
tion has launched a new _ institutional 
campaign in newspapers throughout the 
state to bring home the industry's indi- 
rect advantages. Johnson-Dallas agency, 
Atlanta, is in charge of the campaign. 


Grecian to Klein 


Grecian Chemical Company, manu- 
facturer of Olive Hair Products, has 
appointed Philip Klein, Inec., Phila- 
delphia, to handle its advertising. 
Newspaper test copy is in prepara- 
tion for five major markets. 


Drug Stores’ Drive Brings 
Heavy Milk Sales Increase 


New York, July 1.——An auspicious 
start to what promises to develop 
into a highly successful institutional 
campaign was reported today by the 
National Association of Chain 
Stores, Inc., for its current month- 
national drive, in co-operation 
with the National Dairy Council, to 
increase the consumption of milk at 
soda fountains. Co-operating in the 
drive are the 3,300 member units of 
ihe association, and 2,200 stores rep- 
resented by the Limited Price Va- 
riety Stores Association. 

The campaign seeking to move ex- 
cess milk in a high-production period, 
is gaining its end through extensive 
retail advertising joined with the use 
of a variety of point-of-sale material. 
Preliminary reports and tear sheets 
received at association headquarters 
indicate that stores throughout the 
country are using large space adver- 
tisements, many of which are en- 
tirely devoted to the drive with 
others containing large “drink more 
milk” inserts. Slogans used include 


Drug 


long 


ja Milk Pick-up at Three in the After- 


| 


noon.” Copy stresses the 
qualities of milk. 
Walgreen Sales Up 200% 

Results already reported accruing 
from the campaign which started 
June 12 and ends July 10 include 
those of the Walgreen stores in the 
Chicago with 200 to 300 per 
cent above normal sales in the first 
two weeks of the campaign. Read’s 
stores, operating in Maryland, have 
reported 50 per cent increase in the 


nutritive 


area, 


| first week of the drive, the People’s 


Drug Company practically a 100 per 
cent increase over the corresponding 
week last year, and the Pennsylvania 
drug store chain a 200 per cent in- 
crease. 


Individual chains are resorting to 


a variety of special promotional de- | 


vices, including prizes to clerks and 
customers for best window displays, 
best soda drinks containing milk, 
ete., while a chain in the South is 
using fifteen 15-minute broadcasts. 
The National Dairy Council, in addi- 
tion to the variety stores, is co-oper- 
ating. with the drug chain associa- 


“Make Mine With Milk,” and “Have | tion. 


in March a similar campaign was 


promoted to increase the sale of 
grapefruit juice, the impetus of 
which is still being felt, according 
to the association. 


Copy Stipulations 
Effected by FTC 


Van Raalte Company, Inc., Frank- 
lin Simon & Co., and Best & Co., of 
New York, and the May Department 
Stores, Inc., St. Louis, have entered 
into stipulations with the Federal 
Trade Commission to stop objected-to 
representations concerning the com- 
position of wearing apparel. 

The New York companies, the 
FTC announced, have agreed to cease 
ising one or more of such words as 
“erepe,” silk” or “satin” to imply 
that wearing apparel so described is 
made of silk when such is not the 
fact. The May Stores and branches 
in several cities have agreed to dis- 
continue certain allegedly misleading 
phrases used in advertising of furs 
and fur garments. 


Tacoma “Ledger” Ends 
Career of 54 Years 


With suspension of the morning 
Tacoma Ledger, features of the 


Ledger have been incorporated in the 
Evening News Tribune and Sunday 
News Tribune and Ledger. The 
Ledger was established in 1881 as a 
| weekly and had been issued as a 
| daily since 1883. 


CLASSIFIED TELEPHONE 


DIRECTORY __ 
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Outboard Motors 


EVINRUDE-ELTO OUTBOARD MOTORS 
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2PSPOTs 


An excellent example of the flexi- 
bility of ““Where to Buy It” service 


You can match this dealer identification service exactly 
to fit your distribution. 

An example of many is offered by companies whose 
listings are illustrated. They use Classified Telephone 
Directories only at or near the nation’s important “wet 
spots” (oceans, rivers, lakes) where they do most of 
their business. 

Your company’s set up is probably different, but we 
can readily show you how “Where to Buy It” will work 
for you in anywhere from one to a thousand directories. | 

Trade Mark Service Division, A. T. & T. Co., 
195 Broadway, New York (EXchange 3-9800) or 
311 W.Washington St., Chicago(OFFicial 9300). 


eS, ae es ae i Die i z rag ps ay. ee a x : Ek eae aoe : itis Po sien mele te any: cM Bee, «Say alt Hap ’ 
RAs oe ile ee EEN», Pk a? See a - aa ES lead" Ib Tha Pa ak eae Wh % a ’ Seer a ay eo 8 vs eye ag ey : hh mene ha TR we one wae ert ae eee : 
nk ee Rie Ree aE rsiaith cee So 2 Pe ei dg Wet Whiten ae Bae eS eae ie, ome Ne bee fa ome TO sat eet o, Wa OB $e, fa ee at eee is 7 ; 
ay ® i ne % . SS cid eae Aare ay, Z pion ey Sala eee ‘ . , e-3 Ae Dee eee ai ae 2 data * ek i Berga as Se ae hs t Be Bd oaks e.95 : ” ‘ 
ee i a DEa Cer eee a es 5S es Sys oT oe er: + Pie oF, ieee PS i ht WE RS pee Me eh GO oh ee ee TPE om = oe : # ears NY: igs Sas : a ee 
os oa cea 2 hams aes ee s ist qe ‘ sf ee Pay T. = sis ae a eX Ay Cet Sa ‘ See a . ae” Sa I 5 ne tie J i Mug : % a as 
’ re - ~ . , ¥ \ ; : nae 
- or { 4 
Ks 
: — = Le $$ ——.:s A v1 es - 
| | 
A | ¢ 
A x ee a ms j 
és | : j 
\ \— | Nee 5 4 ey 
\ - qi oo = 
~ pu Tc a = i 
~ b- ; z at 
tA ean | | : 
«ha «et ae ~ a | : 
a a | ; 
TheW HITE GOLD : 
Riehl te 5 Mialelie tetany Mahia: endidieunn int tee Rededaaeabets 
Se ws me tet Whee Cat - en ee 
“9 ol ond tnduaria dhe om mew clan New. wmce che qrewsh af “ee eonetie i 
Shines gute Gutte tan uabaicgens hieeiienbecse’ 
ane Pou, ban te @ Ss,000.00 fOr 6 JOD | pet mee we chow am _ 
tems ree te ow anes cmp. | 2 =e 
Secandiy. the value of Alshome 53 | _Alebame mrnans on | y 
cmtom crop increased by ever } breung Conan Wert ty daxery ce 
aaeeeenend 9:9.000,000 00 0 vate by che pe |. Oe | ingore and cremmrsee atloring af ag 
coming thncmnenimorare sng | Sutter se | Com Com By wmning x, 
teen by Asbems cones mia | Saree dona | sxdey nate @ COTTON tg 
Liss ee : 
2 
‘iio % 
” —_—_ EEE ae ii 4 As 
n aa 
n = 
eee 
a 
} —_—_——_—_———______ Po a 
he ee 
or = 
si- pene 
Poe ug ‘<-a 
er ae 
ie 
“ 0 ig 
om 
> es = - 
re- ies ie 
oH a 
—PLS_?2:?”0000oaoqoOoqoOwv—s_s<$_—“~“—Ssaoasao______ (SSS (SS a<xw00 EE —  oo——————Ss—o ne SSs“s_——“—6—_—_6—e_0eq0>0——eSSSSomooo—”7J ae 
H. — —— — , elidel : ae 
> ete. Fare i Be Se: . «eirs Kats gS . > aa = Ne 
he fe eae ee ‘ 1 aS “4 a DER En te Es an a “ 
Pee A er < ee OS SS i Cl = 
= a sees. > ‘ . “ — a : aes oat 3 . a og an . a 
« Pees F: del. 3 a * eae io ot N oS. oy eee a aS as = ei oe oid 1 
i » oe eee ’ Sg f bay fF " . ¢ M2 <a f we : ie -* ss NEE Ss es ae ; : 
Sa a ms © - q 4 2 f <e y * eee > bs tee :. x * be ow a 
Rae. Rs, ae $ - <i Re + eeoy ee ag ae Pe. x atk = 
les — edt 4 « <4 ee / om = & ~ * aa emia sy 5 + | eae 
*) ee mS * oe oat : wt a oS a eer 
ny, Brie? a oe rs .- a a i : ale ‘: ile OR 
te: bie we. a ‘ 7 . ns FE ¥ cS ae. eS aeeee:. “ ape EN 
as- gn e ce ae fl 4. 3 WES = S eee Sai. Bie ‘ AF te a $; 
& ik 2 Pee . Ba ns .  — Oa . ‘ Pet. 2 eee 
pee x. =x“ ae . vo ite : eons  sts—“‘i‘OSOSCs—s SS ee ee es 
the ce £ oie = on » =a & — 5 5 er 
Rte oo tn 5 oa ‘ei : i ae ag Be ct PB to cer Sa 4 i 
rhe “ho FRc os * ake i }° = ; 
Ss 23 ee ‘ se “at es oo , 26 o NE a bate ee EEE NERS ee em Se . P ke 
ee , A se pe ee eS a ttt 3 ee 3 SOS ae * 58 Pee de oy ee 
a at@ “4 ‘ 7R3 eh - se e ; Fe ho a Oe ~ @ a SERS eet ¥: ¢ Bier 
th- —— 4 — my eas oS sae oie Pipe near . — a aes: ey ES 
ay es ee ees ‘ ee es eg ml Py ee Sh? alle ae *, iy * 4 i 
, AS. ee a uae Sa oh arora as acter i = er 
cen ee vee: teoy s a“ ape . eB : » aes ee ‘Bi i Or ie 
pees et «8 oe ae © : 3 eg P< : ales mS “ft Aas - : ee 7 EE rene Sy oe ' ~ 
3 ae A nh z a £ «3 3 me, ¥ aa N ie ak + ieee ‘ seit 
3 em gt A Be Ce  — a rae tye 4 Bs, , ee % i 2 es al ty Woes & ne een a hae 
fae oh ., as Pek Sea e ae a + > RR ieee a eee Ue ae 2 peers 
Sy Se oe a. ee ae. ae te: =| ARE TS 3 ees . eee a Ra ce en a, sie 
] 1ks, “Samed % *- . * ee E 4 Say pte Oo tial . oe ty SOR en ae s ¥ ee . :| ot ‘7 ee ? a oe fe ee eee eat 
i * bes i i —— ee NG ae: ee Pie. Se, sei = 
, Si Oe Se i 5 ee eae ee ray Wad: eae ae ERI eek 5 aN al 
y : Ng eae ‘ 3 ss ‘oa : a8 ae A. a Bees oe > 9 ied, See wpe tie es, 
gO, “4 i 33 oe a .- ak ie — Uc hlUCO ae a Sa ll Oe ae a _ 
wa be " . -# ae ees % oa ee ee “eA 4 a OF, be = 7 Fi, a yl fs acct 5 Fre we Pe Ree iy iSite ie “4 " 
ver- Pe OS ES ey me: ee eg > Fw ae +3 ; — xe on ee Pett ae a Ae ete pay 
‘eae ee ne# po, 5 Se et ae as ae 3 cae * ee we yA mitt ae § Se ; at ae = if ir a ST ; tes . ae 
Oil. eh A ee ee i, cae ee gas gh Re il 7 
sa A Rees re Sy \ Sees a Ee. i 3 ~~. ' te : 3 Sees — 
$e Sie — E ad ES Sa SN ets 2 ‘ . _ Be | * . . rt > % + aa ee - a 
eee “ 4) es ey, ner, a * . ee vie - ae *4 ee + Bai? as a a re Bic, age dotnet 
Se gt wh tee ls: hoe f orn er SF a. a — a HPA a aia ian i, ae 
——— | Gag’ se eo. i Saree |S eS ; 3 :  — a ees: ee ns ee ie 
a on eee ag Naat i mm PS ae jee Ribak ; 3 nae! a eee Se ay 
bs ce: <a Oe ee se 4m es ee a 7a} ‘ ae aes 8 eacall : ee a as eee ee 3 eo 
rs ae Be i ee, a i men ; as S ae Me Pe Se kn te rete re Se oe ey “a4 ei i 
% oe aN et, Vos ae ok a eg she BGS Eby e ¥ =e" ~~, Pe Pipe. oc ak Nas ek nated ee ” oe ei 
a Te es Le Yi. ‘ee A, ie ge MS ae ea a 
pe co * i TR a Binns i gh AA Oi iw 
nait “3 e —_ * . " fs, Se. kK eS "ee ae oy 
s one gas * : oS: Se sn es Pa yea ‘ Nn foe sa 
’ ae oe i iD ait a. aa Rc meet rss. at Bees Ds ey eye te me f si 
a ‘a . 3 8 3 Se * in us Bie Eo ¢. 3. Rese, pte eee ee 2 : oe je : 
: ’ a ‘ ‘ nett Bee! +e ’ a 
Bes eg f oo Sh * — ~> | Se ON —— Se pe Ee ee eames ee Pie he eee ee ik 
) ee ert fe ye 6 bs. i & | GD No ally a eee eS Bess Sees Mire tee SERS iv _ _ 
es i ee a sie: - ef sh i 
ae oa Ea Boe = hese eats sid a ee 4 2 2h eS 
be “ i‘? “5 ie oie ak > S 3a * ES Se hee! EL Se aye “tee a ° 
\ iia Se Fy - ‘ . > oe ae » ; ‘ ae 3 sat . — hee? 
2 Pe, : 4 a he | a : ; : a = he? spt hae a : we y ay : ae Baad Ss be 
ae L i “2 he § oie eehs rie ae as fe 3 ; 3 a ran Md ere ‘ 
‘ll a éx i. + genie: bea. Re ie pet Pg Sa eae a cL eo a tee aes Pi: alee 
a be gt yh oS ae ge at 7 ae e : ah eS Sere ne fy eer Pe = : 
2 a = < ch ae ois 4 ae ae Pi ct ey , re 
ae os % *s =~ > Jee: cy : ay oat Ag ‘ : , , 4 
é / sR pore te es iS me Solas, : ~ es Nb ee wht pee SP 
/ re Ye eee re, ee ae a eN . 
ee , ee a. aa Se | een, Geer oraee <2 ee pea. te =) Perey : ieee oO ea “2 baeey 
<< Sa c es a eo Pe i. ae Poe | Re Bhat oe ee Cee a av igaeee ee — eee ; a s 
a ee eg Pe: cae a lL Pes Bee ee 4g veg tia ae tent > ; joan * a ee eee: a ‘ 
e eae ta 
roy - 
| ie fons. 
aa 
ee 
aie, 
OO —— peas 2S 
Cie ———————————— a ae 
= = —r—SS”—_s a ee Yo 
ee nae 
rt as 
es aa: 
| a é 
— © 
= 
2 
S- 
ie < 
d S 
| ee: 
2 pees 
A- ’ 
: Pe ive 9 
ig a, ies 
a 
a a 
rf is 
t: ro 4 
d sal a 
eS "2. olf 
Ss ges ope 
39 eat 
“3 
: 4 z 
‘<a : ae 
: of es 
is 
I fae 
okt 
ry oe 
a. 
G Ab - a oak, 
“eee 
sues 
be ‘a as 
a 
— —— e, 
iy “¥ | Sie 
~ No sae 
“Se 
. eee F. 
iD ee ease ca 2 ae * " y as po rh a , ig 4 + Bae sae Ba, pe tee tears Rae tA a a Ya 
eS y 4 3 Z eee pee uy : : he Ke, nia Deph BL 7e ee ; y, . Re oe re Bee r ie ts ia gi Sle oka ee : iad ee Tse) RUE 


By : - be “ Oe * Pa * ‘i . as - Ae ‘ Z : i P it ® : La. 
20 ADVERTISING AGE July 5, 1937 


| Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Publicity Service Free? to type, topic, grade level, and use Does concentration and specializa- 


e in health teaching. tion on one product, and the produc 

Agency President Asks This study will provide teachers|tion of a successful campaign fon 
To the Editor: One of our clients,|and administrators with a guide to that product qualify advertising men 
whose advertising appropriation | their selection of health materials | as being “thoroughly experienced” | 
amounts to some seventy or eighty| for their classes. It also may point | in advertising matters? 
thousand dollars, and consists of a|the way to some advertisers in their Is it possible for the average 
large volume of extremely low rate | future efforts, since it will determine | vertising man to acquire qualifica- | 
trade paper space and direct mail| which fields of health information| tions to justly claim “thorough ex- 
advertising. is of the opinion that | provide no materials. This will be| perience” without coming close to, or | 
under the title “Source | passing the deadline age of 40? 
CHARLES G. RICH, | 
New York, N. Y. 


we should write some 15 or 20 pub-| published 
licity articles per month, containing Materials in Health Education.” 1) 
approximately 200 words each, in-| would like to invite your readers to 
volving considerable time, contact, 
forwarding cuts and releases to sev- ART DIRECTOR VIEWS GIFT TO ALMA MATER 
eral publications, without any re-| 
muneration for services. | ee ~ are . ; er 

When we first entered into our = _ 3 i 
present arrangement with this client, ; 
several years ago, we handled no 
publicity and ccensequently there was 
no understanding regarding same. 

We have no objection to preparing 
an occasional publicity article for a 
client without charge, but when it 
runs into such a volume each and 
every month, we feel that the client 
should pay a reasonable fee for serv- 
ices. 

AGENCY PRESIDENT, 
Buffalo, N. Y. 


a? ae Oe 


Advertising to Bow at 
Master Brewers’ Exhibit 

To the Editor: It might interest 
you and your readers to know that 
for the first time in history the Mas- 
ter Brewers’ Association of America 
is permitting the display of adver- 
tising and sales promotional mate- 
rial in connection with its exposi- 
tion. Under the new ruling, the ex- 
position will be held only once every 
three years. 

In the past, every brewery execu- 
tive of note has attended the conven- 
tion and the exposition, and I feel 
that it might present an unusual op- 
portunity for the manufacturers of 
display material to present their 
wares to one of America’s largest 
groups of buyers. This should be 
particularly interesting to your read- 
ers, inasmuch as the brewing indus- | 
try spends annually many millions of 
dollars. 

Another angle might be of inter- ves 
est to you, and especially those read- | Acheson Basic Campaign 


ers who were familiar with the Chi- | 


On the tenth anniversary of his graduation from Vanderbilt University, Herbert 
Armstrong, art director of C. P. Clark, Inc., Nashville, presented this portrait of 
Dan McGugin, late famed coach, to the University, to be hung in Memorial Hall. 


co-operate in this study, and submit News? Art Director's 
their materials for inclusion in this | Hobby Portrait Painting 


research, To the Editor: Is it news when a 
jharassed art director finds time 
enough to produce a distinctive oil 
|painting? Especially when the _ por- 
ltrait is that of the late Dan McGugin, 
'famed coach of equally well-known 
Vanderbilt University. 

Anyhow, we think so, and _ it's 
Dispels Old Prejudice | needless to say how pleased we were 
cago World's Fair of 1893. In look- %> the Kaliter: Here to on adver- | When the Vanderbilt fathers formally 
ing for a picnic grounds suitable for tising angle you may find interesting. accepted the McGugin portrait at re- 
use for our Milwaukee division pic-|The Acheson company sells  indus- — homecoming exercises. 
nic, we stumbled across the original] tyjally, and while colloidal graphite The art Girector ts Herbert Arm- 
World's Fair Spring of 1893, whose | has many major applications in in- — “ ~ F- bs ark, ane hice 
waters you will recall were piped) dustry, the current campaign was | Ville. His hobby is portrait painting 
from Big Bend, Wis., to the Chicago | gesigned only to back its principal | ane, eggasndeend rence ™ mei 
Fair. The publicity that was gotten) volume to date, that is, blending with | Pit he presented his school with 
by this spring convinced a group of} oj) as an adjunct crankease, upper the before-mentioned posthumous pic- 
prominent Chicagoans of the advis- | eylinder and spring-spray lubricant iture of Vanderbilt's famed coach on 
ability of building a brewery in Wau- Colloidal graphite really never had | the 10th anniversary of his gradua- 
kesha and brewing beer, using Wau-| more than scratched the surface of von. The picture now hangsin Van- 
kesha water as a principal ingredi-| j4. potential use in the automotive derbilt’s Memorial Hall. 
ent. The story is partioularly near) ayq petroleum fields, mainly due to a N. W. BRANDON, 
our own hearts because if it hadn't | prejudice formed in the early days of | Cc. P. Clark, Inc. 
been for the publicity attendant upon | jtg development based on a miscon- Nashville, Tenn. 
the piping of Waukesha water to ception of the product. . > 2s ¢... 
Chicago, our brewery would never It seemed necessary then, if we Silent Death for Bill 
have been built. ; ; were going to overcome this unusual to Kill Missouri BBB’s 

EK. A. WITKE, resistance, to build a program that| To the Editor: Our legislature did 

Advertising Manager, Fox Head was impressive institutionally and) practically nothing this year and 

Waukesha Corporation, that concentrated on a few funda-|among other things it didn’t do was 

Milwaukee. Wis. | mental properties of “dag” colloidal| to pass Missouri’s Senate Bill No. 
| graphite that would correct the gen-| S80, which would have required a 
eral impression, prohibitive bond of organizations 

We think we are driving pretty ef-|)such as the Better Business Bureau, 


Epwarp J. STorey, 
Director of Health and Physical 
Education, Mamaroneck Public 
Schools, 


Mamaroneck, N. J. 


| 
| 
| 
| 


7, =» F 


Health Teacher Opens es Frill ee Regier PAGE a 
S h f H Ith H ] fectively to our objective for at a re- credit rating agencies, and so forth. 
earc or ealt e Pps cent meeting of the S. A. E., where I quote from a letter from Nelson 

To the 


Editor: Despite adverse) we exhibited, we noted a complete R. Darragh, President of the Better 


ONE-TWO PUNCH 


COMING! 


1 my LOB om 
% ad 
lac ¢ 


and our Club are close to the BBB 
and are glad to know that we've 
helped prevent passage of a bill that 
would throttle its activities. 

PAUL KELL, 
Junior Advertising Club of St. 
Louis, 

St. Louis, Mo. 


News in Copy Is Old 
Subject, Says Koch 


To the Editor: What gets me is 
an article on page 18 of the June 7 
issue titled ‘News in Copy Is Prime 
Need, Hirschmann Says.” 

The matter of news in copy is as 
old as the hills. Yet you present 
it as something new. Of course there 
should be news in copy. 

Arthur Fairchild, of Women’s 
Wear, thought of this idea long ago! 
You are just re-hashing an old issue. 
Chances are you won’t print this 
letter ... and if you do, more power 
to you... there must be other sub- 
scribers that feel the same way... 
but they don’t sit down at their 
typewriters and protest. 

O. K. Let’s have an argument 
about it. But I'll give you a break 
let’s see. 

WALTER Kocn, 
Stormville, N. Y. 


IN MOVIE COPY 


ek Se TPs sie Hay Meer 
omg hay bel ne Ti 
Ost Hie ConTiAEses 
ees Ge 


BETTE BAVIS 
ROMPRREY BOGART 
WATHE MOREIS 
PARE BRYAN 


Sie 


a. 


CONTINUOUS 19-HOUR 
PERFORMANCE DAILY! 


Lvesyoody's doing 4 sew —and everybody's mites thesd 
of “Green Light” end “Marked Wemae” with this 
secerd breaking. heat. breaking hotdever hit from 


WARNER BROS. 


Appearing in a motion picture magazine, these adjacent insertions for Metro- 
Goldwyn-Mayer, Inc., and Warner Bros. pack a double sock. 


Movie Advertisements 
Make a Pair of Socks 


To the Editor: The “Sock Com- 
ing’ advertisement by M-G-M, and 
the “Socko” insertion by Warner 
Bros., turned up on facing pages in a 
magazine recently. Would you say 
this makes a pair of socks? 

LEE RINGER, 

Lee Ringer Advertising, 

Los Angeles, Calif. 


7 ¥ F 


Oceans of Motion 
in Kodak Insertion 


To the Editor: On the back cover 
of The Saturday Evening Post for 
June 26, Kodak has a very attrac- 
tive advertisement. 

As for accuracy, let’s see. Notice 
in the large photo how the ocean 
appears on the little girl’s right side. 
Since the small photo of the child 
is a head-on view of the large shot, 
shouldn’t the ocean still appear on 
the little girl’s right? 

J. L. Foose, 

Geyer, Cornell & Newell, Inc., 

Dayton, O. 


announces the 


NEW YORK 


BOSTON 


THE SyrRACUSE HERALD 


GILMAN, NICOLL & RUTHMAN 


CHICAGO 
PHILADELPHIA 
SAN FRANCISCO 


as its representatives 


in the national advertising field 


appointment of 


DETROIT 
SEATTLE 


legislation by many states, schools’) change of attitude in regard to ecol-| Business Bureau of St. Louis: 
have, do, and will accept the not too) Joidal graphite. “You will be interested in knowing 
selfish educational efforts of advertis- Hyarv Ery, that the 19387 legislature adjourned 
ers. Much has been written in the Advertising & Merchandising Without acting upon Senate Bill No. 
business papers, and it should be safe Counsel, 80, which automatically killed the 
to conjecture that most professional | Detroit. Mich. bill. Passage of this bill would have 
advertising people understand the | vowey¥ ;made it impossible for the Better 


advantages and limitations. Poses 40-and-over Business Bureau of St. Louis to con- 


Much material is available, but . tinue in business. 
who knows from what source and Personnel Questions | “An interesting side light was the 
what value? : | To the Editor: I would like to put | comment made by one of the state 
As a part of my work for a doctor-|the following queries to advertising senators with reference to this bill. 
ate, I plan to conduct a survey of | agency executives. who said that the opposition regis- 
this free material available nation-| Is advertising talent a gift, an art.) tered against the passage of Senate 
ally for health teaching. The study | or a science? Bill No. 80 exceeded anything within 
will be published with an evaluation! ‘‘an worth while advertising talent the recollection of the oldest mem- 
of the materials. The posters, book-| be acquired in a short period of time) bers of the Legislature.” 
lets and folders will be classified as| without much study and experience?! The Advertising Club of St. Louis 


tia i ter Dae 


THe Syracuse HERALD 


SYRACUSE, N. Y. 


E. A. O'HARA, Publisher 
CHAS. R. ADAMS, Business Manager 
WALTER BLIGH 


Advertising Director 
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Earnings of 
Advertisers 


Sales of E. R. Squibb & Sons for 
the 1936 fiscal year, including those 
of wholly owned subsidiaries, were 
15.5 per cent over 1935, it was re- 
ported. Combined net profits were 
$1,219,765, for 1936, almost double 
those of 1935. 


* » * 


The report of Coty, Inc., and do- 
mestic subsidiaries for 1936 shows a 


net profit of $216,994, which com- 
pares with a net loss in 1935 of 
$236,685. 
. a. * 
Quarterly report of Electrolux 


Corporation and subsidiary (vacuum 
cleaners), for the period ended 
March 31, 1937, shows a net profit 
of $768,369, as against a net profit 
of $722,472 for the March quarter 
of the previous year. 

* * * 


The Bon Ami Company and sub- 
sidiaries report a net profit of $317,- 
309 for the quarter ended March 31, 
1937. For the same period in 1936 
net profit was $245,556. 

* * * 

The quarterly 

Company for 


report of Maytag 

the period ended 

March 31, 1937, lists a net profit of 

$616,204, against a net profit of 

$590,594 for the same period in 1936. 
* * * 


Earnings of the Consolidated Oil 
Corporation for the first three 
months of 1937 were approximately 
$5,000,000, H. F. Sinclair, chairman 
of the executive committee, reported 
at the annual stockholders meeting. 
Reorganization of the Richfield Oil 
Company of California, into which 
all the properties of the Rio Grande 
Oil Company, formerly a_ wholly 
owned subsidiary of Consolidated, 
were transferred, was pointed out by 
Mr. Sinclair as a factor placing Con- 


solidated high in the national pic- 
ture in the oil business. 
- * 
Associated Gas & Electric Com- 


pany and its subsidiary, Associated 
Gas & Electric Corporation, reports 
a profit for the 12 months ended 
March 31, 1937, of $3,466,922, which 
compares with the profit of $349,545 
shown for the year ended March 81, 
1936. 
” * * 

The report of International Paper 
& Power Company and subsidiaries, 
(excluding International Hydro-Elec- 
tric System and _ subsidiaries) for 
the quarter ended March 31, 1937, 
shows a net profit of $1,746,577 
which compares with a net loss of 
$402,674 for the same quarter in 
1936. Net income for 1936 was listed 
at $5,020,579, as against a net loss in 
1935 of $3,323,432. 

* > * 

of Electric Power & 
Light Corporation and subsidiaries 
for the year ended February 28, 
1937, was $8,076,460, compared with 
the net income of $2,644,884 for 
1935-36. Quarterly net income for 
the period ended Feb. 28, 1937, is 


Net income 


The Stoker Magazine 


Judged by any measure . . . editorial 
initiative and leadership, circulation, cover- 
age, reader responsiveness, character and 
number of advertisers, typography and 
make-up, Coal-Heat stands out as the coal 
and stoker industries’ first choice. 


Having pioneered and led the way in 
encouraging and developing the sale of sto- 
kers, in featuring dustless coal and pro- 
moting the sale of better coal-handling, 
coal-treating and coal-burning equipment, 
Coal-Heat has won the confidence and 
respect of the entire coal and stoker in- 
dustries. 


Edited for a sales-minded group—the 
key merchandisers—Coal-Heat reaches the 
largest group of progressive coal and sto- 
ker dealers in the United States. 


Write for copy of Coal-Heat and infor- 
mation about the big new market for Coal- 
burning Equipment, Heating and Cooling 
Accessories. 


COAL-HEAT 
20 West Jackson Blvd. 
Chicago, Il. 
Phone: Wabash 9464 


New York: 19 West 44th St. 
Phone: Murray Hill 2-6585 


CHOOSE PENNSYLVANIA 


LIE 


PENN/YLVANI 


These four designs took top honors in the 1937 Pennsylvania State High School 


Poster Art contest, sponsored at Penn 
Sigma, advertising fraternity. 
High School. 


W. Kurtz, vice-president, N. W. Ayer & 


ing Company advertising manager, and Franklin Bell, H. J. Heinz Company 
advertising manager. 


shown at $2,681,382. compared with 
the $2,467,626 shown for the same 
period of the previous fiscal year. 

aa * » 

The report of the United Shoe 
Machinery Corporations of New Je: 
sey and of Maine for the fiscal yea 
ended Feb. 27, 1937, shows a net in- 
come of $11,316,128, an increase over 


the $10,267,643 shown for the year 
ended Feb. 29, 1936. 
+ * * 

The Greyhound Corporation re 
ports a net profit for the quarter 
ended March 31, 1937, of $312.512. as 
against $182,983 net profit for the 
quarter ended March 31, 1936. Net 
profit for the 12 months ended 
March 31, 1937, was $4,378,414 as 


compared with $4,420,478 for the pre- 
vious year. 
¢ o> « 
Net income for 1936 
Mobile & Northern Railroad was 
$706,553 as compared with $404,710 
for 1935. Operating revenues of the 
road increased 18.2 per cent over 
1935, while operating expenses were 
up 9.3 per cent. 


of the Gulf, 


* * * 
Larger charges against income and 
mounting manufacturing costs are 


held responsible by the Chrysler Cor- 
poration for the 4.7 per cent dé 
in net income for the first quarter of 
19387 as compared with the like 
period in 1936. Net 
first three months of 


1; 
cline 


1937 were $19 


914,303 against $11,453,489 for the 
same period in 1936. 
Although the corporation’s plants 


three and one-half weeks of the quar- 
ter, the previously high rate of oper- 
ations maintained was _ sufficient 


year ago, it was reported. 


Hammond Directs New 


Advertising Bureau 


John H. Hammond, formerly on 
the advertising staff of the New York 
Times, will be in charge of the new 
national advertising bureau’ estab- 
lished by the California Audited 
Newspapers in Los Angeles. 

Newspapers- comprising this group 
are the Alhambra Herald, Boulevard 
Record, East Los Angeles Tribune, 
Highland Park News-Herald, Pasa- 
dena Independent, Los Angeles Press, 
Southeast Bulletin and Southwest 
Wave. C. J. Anderson Special 
Agency, Chicago, and Ralph R. Mulli- 
gan, New York, will represent the 
group which has an estimated 334,000 
in combined circulation. 


Graff Is Reead New 


President of Ryerson 


Everett D. Graff, previously first 


vice-president, has been elected presi- | 


dent of Joseph T. Ryerson & Son, 
Inc.. Chicago, merchandising  sub- 
sidiary of the Inland Steel Company. 

Other elections by the board of di- 
rectors June 29 moved W. F. Kurfess 
and V. H. Dieterich from posts of 
assistant vice-presidents to vice-presi- 
dents. Ainslie Y. Sawyer, formerly 
assistant vice-president, 
assistant to the president. 
L. Ryerson, Jr., continues as chair- 
man of the board and vice-chairman 
of the Inland Steel Company. 


First prize winner was Herbert P. King, of Altoona 
The other three top winners were Pittsburgh students. 
included Ludwig H. Henning, secretary of the Johnstown Advertising Club; 
Joseph R. Rillinsk, advertising manager, Atlantic Refining Company; Frederick 


profits for the. 


to 
produce a 23.4 per cent gain in dollar | 
volume of sales as compared with a | 


was named | 
Edward 


POSTER PRIZE WINNERS No Return on 
New Socializing 


Chicago, June 30.—There 


the road followed now in an 
ing, new socializing process,” 
| Griswold, editor of 
itold the Financial 
| at a recent 
| 


Business 
Advertisers 
meeting. 


| ject, “Are We Soaring, Drifting 


nitely being pushed and that 


the Administration in 
ington wants it to be.” 


he 
sylvania State College by Alpha Delta | 


Must Re-Sell Business 
Judges | 


Son, Inc.; William B. Aiken, Gulf Refin- 7 continue to sen itself to the 
public through a well organized pro- 
gram of public relations and adver- 
tisinge, he said 

“Customers must not be forgot- 

Malcher Moves fen in a wave of rising prices and 

Virgil Malet Western repr n- |" isy prosperity,” he asserted. “They 

| tative eu has moved o|! e been 1 th past, and to this 

lare sunt at 605 N. Michigan ‘lect we may ascribe the resent- 
( ful attitude f the publie against 


| 


i 


a a. 


Road: Griswold 


can be 
/no turning back for business along | 
“amaz- 
rlenn emphatically blasting the illusion. 
Week, | 

club | 


Answering the question in his sub- 
or 
Simply Being Pushed?” Mr. Griswold 
declared that business was very defi- 
for 
some time to come it would be “just 
Wash- 


| Business, and that of banking and 
finance in particular, must again sell 


| ‘business’ which came out of the de- 
|pression and is still with us.” 


Bankers, he said, have been a 
little more backward, or timid in 
adapting themselves or their adver- 
tising to the shifting social scene. 
Too many, he pointel out, cherish a 
dream of a return to the “good old 
days. 

“In all of history this never has 
happened,” Mr. Griswold declared, 


Hurlbut, Rogers 
on “Digest” Staff 


Carl O. Hurlbut, formerly Detroit 
manager for Literary Digest, has be- 
‘ome Chicago manager of The Digest 
(Review of Reviews incorporating 
Literary Digest). He will make his 
aeadquarters at 180 N. Michigan 
avenue, 

William W. Rogers, who has been 
on the New York stait of Literary 
Digest, will handle New York City 
for the new magazine. Harry J. Price, 
former advertising manager, Review 
f Reviews, takes the same position 
on The Digest. 


Cup to Bradley Smith 


Bradley Smith, advertising man- 
ager of the Leon Godchaux Clothing 
‘company, New Orleans, has been 
warded a silver loving cup as the 
withor of the best advertisement 
appearing in the sixtieth anniversary 
“lition of the New Orleans Item. 


, 


An Active Partnership om. 


AUTOMATIC HEAT 0 AIR CONDITIONING 


were closed by strikes for the last | 


500,000 pieces of 
sales help material 
produced by AUTO- 
MATIC HEAT and 
AIR CONDITION- 
ING, and used by its 
reader group in the 
“Cease Firing by 
Hand!” campaign. 


This is evidence of the fashion in which the 
paper and its reader group are fostering the 
growth of the industry, moving forward with it, 
accelerating the acceptance of the products of 
the industry. 


eager, 


This is one of the two campaigns currently run- 
ning in AUTOMATIC HEAT and AIR CON- 


/ 


| 


eases cae Wires Sot ae Se Chea ares 
Ped RU is ae 2 Pe : 


It is this active, 
working partnership 
that assures the 
manufacturer an 
aggressive 
dealer group, ready 
to respond to profit- 
able opportunity. 


poop 


1900 PRAIRIE AVE., 


... and its Reader Group 


DITIONING, keeping the attention of the deal- 
ers focused on the paper, and on ways and 
means for increasing sales. 
part of a publisher result in an active partner- 
ship. Working with dealers in an understand- 
ing way, giving them the kind of material they 
can actually use in merchandising and selling, 
creates a confidence that carries over into the 
advertising pages of the publication. 


Such efforts on the 


That you may know 
more about the way 
this paper serves the 
industry, ask for a 
copy of “Current 
Conditions,” the 
monthly report of na- 
tionwide activities. 
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SMALL BUSINESS 
HAS BIG PROFIT, 
SURVEY REVEALS 


Large Companies Stable But 
Not Largest Money Makers 


New York, June 29.—Small cor- 
porations, those with assets of less 
than $50,000, are more profitable in 
proportion to their capital, when 
they make money at all, than big 
corporations with assets of $50,000,- 
000 and more, according to conclu- 
sions presented in the new _ book, 
“How Profitable Is Big Business?” 

This book, published by the Twen- 
tieth Century Fund, Inc., presents 
the results of research conducted by 
Dr. Rufus S. Tucker. Edited by 
Alfred L. Bernheim, it is part of the 
Fund’s program of pointing the way 
toward the development of business 
of the future. It follows “Big Busi- 
ness: Its Growth and Its Place.” 

No panaceas are presented but the 
volume offers the results of factual 
studies to offset mistaken ideas pre- 
sumably held by many average citi- 
zens. For example, a study of the 
trusts which dominated the financial 
picture at the turn of the century 
shows that they were not invariably 
huge money makers, but were often, 
in fact, money losers. 


“Big Business” Stable 


The stability of big business as 
opposed to smaller corporations is 
brought out in a survey which re- 
veals that while the larger corpora- 
tion does not always return as rela- 
tively high a percentage of profit in 
good times, its losses in depression 
periods are also proportionately 
smaller. 

Smaller corporations, although 
making the largest relative profits 
in good times, are the heaviest 
losers in bad times. These figures 


| DOUBLE PRIZE WINNER PRODUCES SALES 


2 


*PO.C. BEER 


This City Ice and Fuel Company poster 


anniversary celebration. 


JUST THE TASTE 
YOURE LOOKING FOR 


: > 


won two first awards during the recent 


advertising exhibition in conjunction with the Cleveland Advertising Club's 35th 

Now, the company reports, the prize-winner is a heavy 

factor in achieving another prize—record sales volume. The Cleveland office of 

McCann-Erickson, Inc., created the poster in co-operation with R. S. Thompson, 
sales manager of the company's brewery division. 


vary, of course, with different class- 
es of business. 

In connection with the trend 
shown by smaller corporations 
toward wide “swings,” the book 
points out, “the story can be given 
still a different twist if the varia- 
tions in officers’ compensation and in 
depreciation and depletion are neu- 
tralized by restoring these items of 
expense to income. When this is 
done, the larger corporations are in 
a much less favorable position in 
relation to the smaller corporations 
than otherwise.” 


Industrials Are Charted 


In the earnings figures for indus- 
trials by groups, steel is shown as 
the most erratic performer. Here, 
earnings made a bigger gain than 
any other in the boom year of 1929, 
55 per cent over 1928 in net profit; 
but next to textiles and apparel, they 
showed the largest falling off be- 
tween 1928 and 1932. Steel was the 
only industry to have a deficit in 
1934. 

The tobacco group is presented as 
one of the most stationary. Earn- 
ings in this group rose regularly 
through 1931, suffered a decline in 
1932 and 19338, then recovered in 1934 
and 1935. 

The chemicals and fertilizer in- 
dustry is shown as the one which, 


-THREE-PUR 
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bracket set on end, makes an ideal 


every premium sales plan. For full 


POSE LAMP 


MAKES SHINING PREMIUM 


@ The best premiums are those that can be used with pleasure and profit. 
Right in that line is this highly decorative and attractively designed three- 
purpose lamp that clamps to the bedstead, hangs on the wall, or,with the are- 


table or boudoir light. Other attractive 


styles are available ina variety of colorsanda range of prices to accommodate 


information write Beetle Products Divi- 


sion of American Cyanamid Company, 38 Rockefeller Plaza, New York, N.Y. 


Member of P.A.A.A, 


in 1936, came nearest to approach- 
ing its 1928 earnings. Tobacco and 
the retail trade are placed second 
and third in this comparative study. 


Salary Study to Come 


To follow “How Profitable Is Big 
Business?” Twentieth Century Fund 
has in preparation “Big Business 
Salaries,” as the third in this series. 
The business profits research, which 
Dr. Tucker directed, was in charge 
of a Fund committee headed by 
Ralph E. Flanders, president of the 
Jones & Lamson Machine Company. 
Edward A. Filene is president of 
Twentieth Century Fund, Inc. 


Challenge to 
Debunkers in 


O’Dea’s Book 


New York, July 1—Debunkers of 
advertising and those who term it 
an “economic waste” are likely to 
run up against a stone wall in chal- 
lenging ‘“‘A Preface To Advertising,” 
written by Mark O’Dea and pub- 
lished by Whittlesey House, Mc- 
Graw-Hill Book Company, Inc. 

Presenting to advertisers and stu- 
dents a thorough cross section of all 
phases of advertising, Mr. O’Dea also 
confronts the rebels with this conclu- 
sion: Advertising is honest and fair 
for the simple reason that dishonest 
and unfair advertising does not pay. 
Also given emphasis is the service 
advertising supplies business in the 
speeding up of the economic ma- 
chine, making lower prices possible 
through volume. production, quick 
turnover and wide competition. 


Campaign Sparks Illuminated 


With clinical precision, Mr. O’Dea 
dissects advertising campaigns of 
the past and present, exposes what 
makes the wheels go around and ex- 
plains some of the seemingly bizarre 
mainsprings. Well known names 
crowd the pages in a_ backstage 
glimpse of the fortunes won and lost 
in advertising. 

Diving into history, Mr. O’Dea 
draws a parallel between the bally- 
hooed popularity of Barnum’s 
“Jumbo” elephant and the _ highly 
vublicized Dionne quints. “What will 
happen,” he asked, “when the 
Dionnes reach a point when they all 
won't or can’t agree on their adver- 
tising patrons?” 


Sex No Problem 


Sex in advertising, Mr. O’Dea de- 
eclares, is not a question to cause 
alarm if considered as a matter of 
taste. The reader alone, he points 
out, should settle the argument be- 
tween long and short copy. Other 
O’Dea’isms are that research should 
point forward, rather than merely 
catching echoes; that sloganeers are 
dead; that the urgent appeal of re- 
tail copy, written from the buyer’s 
viewpoint, can be used advantage- 
ously by national advertisers and 
that the headline continues to be 
more important than the picture. 


Nixon Quits WMCA 


Larry Nixon, publicity director, 
WMCA, New York, has resigned, ef- 
fective July 1 and will devote his 
time until fall to fiction writing. Mr. 
Nixon was previously with Hirshon- 


Garfield, Inc., New York. 


Broad Changes Due in Sales. 
Picture Outlined to AMA 


(Continued from Page 10) 

ness up, the industrial marketer is 
also confronted with the rising cost 
of material and labor. 

“The price problem today facing 
every plant in America is a chal- 
lenge to our industrial management,” 
he declared. “It is the present day 
challenge to capitalism.” 

In facing this challenge, Mr. Mc- 
Graw warned against indiscriminate 
price raising and spoke in favor of 
greater attention to factors which 
would reduce the cost of production, 
sach as new equipment. 

“Success or failure hinges on in- 
dustry’s ability to lower costs and 
increase production capacity through 
increased efficiency,” he said. If this 
is done, he asserted, the individ- 
ual plant will then be able to absorb 


R. S. Wilson 


Prof. Maynard 


the increased cost of doing business 
and can compete on a price basis 
with its most efficient competitor. 
Mr. Coutant made a plea for “Or- 
derly Marketing For Better Profits.” 
Most business men have not yet 
learned that there is a difference be- 
tween making sales and making 
profits, Mr. Coutant said. In discuss- 
ing selling for profit rather than 
volume, he voiced approval of re- 
search as a marketing weapon, but 
asserted that it was a tool which 
was worthless in unskilled hands. 


Urges Orderly Course 


A course in orderly marketing, he 
said, should be charted through the 
problems of cost analysis of profit 
ratios; measuring of per capita buy- 
ing power in the areas and the con- 
sideration of a competitor’s advan- 
tages. Concentration on the _ best 
markets and the most productive 
prospects, with the sales offerings 
stripped of “useless junk,” were fur- 
ther points emphasized by Mr. 
Coutant. 

Not more than 200 companies are 
actually following these principles of 
orderly marketing, he said, but of 
those 200, he pointed out, a majority 
made money all through depression 
years. 

Keep Tab on Washington 


‘ 


Mr. Bishop's address on ‘‘Survey- 
ing the Washington Sector,” given 
at the research division of the con- 
vention, also tied in with the prob- 
lems relative to fair trade laws. 

Research in marketing, Mr. Bishop 
said, calls for a constant study of 
laws, orders and interpretations. He 
pointed out that business now deals 
with an administration which is con- 
siderably more suspicious of busi- 
ness than usual, which professes a 
considerable devotion to the con- 
sumer and looks with questioning 
eyes on advertising. 

Contributing to the symposium on 
Fair Trade Policies and Practices 


; 


were Mr. Berna, who outlined the 
fair trade policies of the machine 
tool industry, and Dr. Lazarsfeld, 
who outlined the development of 
research information from its origi- 
nal requests for simple data to the 
present and more subtle probings of 
the consumer’s mind. 

Mr. Love delved into history to 
prove that as far as price fixing and 
business legislation is concerned, the 
ancient Greeks under emperor Jus- 
tinian “had a word for it.” Some of 
them, Mr. Love declared, “even liked 
” 


Will Stimulate Advertising 


Mr. Keys, in presenting the work- 
ings of the Ohio Fair Trade Com- 
mittee, advanced the belief that price 
legislation would improve and in- 
crease advertising, rather than the 
opposite, “because marketers will 
have something other than price to 
talk about.” 

In his address to the final session 
of the conclave, Mr. Wilson declared 
that honesty and morality could 
never be legislated into business. 
The only way to accomplish this, he 
said, is through education. Lament- 
ing the variety of rules now in ef- 
fect and the lack of definite inter- 
pretation of them, Mr. Wilson pro- 
posed a sample fair trade code to in- 
clude these declarations: First, the 
same price to all customers in the 
same class; second, to make price 
structures an open book; third, to 
speak the truth about your products, 
and last, tell consumers the whole 
truth or nothing. 


Bank Copy Both 


Praises, Warns 
Against Loans 


New York, June 29.—Copy, devot- 
ing nine-tenths of the space to pro- 
moting its business of small loans 
and the last one-tenth to discour- 
aging the reader from utilizing the 
service—unless absolutely forced to 
do so—is being released this week 
to newspapers in New York and 
Washington, D. C., and to Fortune, 
for its August issue, by the National 
City Bank of New York. 

In general treatment, the adver- 
tisement is patterned after others in 
a series currently running in news- 
papers and magazines in celebration 
of the 125th anniversary of the 
bank’s founding. It tells, through 
pictures and inserted captions, eight 
“success” stories of persons who have 
availed themselves of the bank’s 
small loan facilities. 

Prefaced by a headline and text 
concerned with an explanation of 
“A Million Little Loans,” which have 
totaled “the immense sum of $318,- 
500,000,” the copy blocks end with 
one that is picture-less, containing a 
headline that reads: “Don’t Borrow 
Unless You Must.” Streamers, white 
on black, at top and bottom, the latter 
repeating the campaign slogan that 
“The Branch Around the Corner Can 
Serve You Around the World,” help 
to tie up the advertisement with the 
rest of the series. 

Batten, Barton, Durstine & Osborn, 


Inc., is in charge of the campaign. 


TORONTO 


MONTREAL 
WINNIPEG 
LONDON Eng 


GIBBONS KNOWS CANADA 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS |. 


SEND Wow FOR THIS” 
_ INFORMATIVE BOOK 


PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago 


Send me a copy of your free book on Por- 
celain Enameled Signs. 
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ADVERTISING AGE 


NEWS Coverage Costs Money! 


Once in a while some one gets the idea that presenting news, and particularly 
business news, is an easy, inexpensive operation—that news comes in, you print it, and there 
you are. And once in a while a situation develops that is unusual enough to disprove this no- 
tion, and to indicate what every newspaper man knows: the most expensive editorial material 
you can get is NEWS. 


That kind of a situation developed with last week’s issue, because the powers which 
determine convention dates somehow became a little confused, and set up two of the biggest 
conventions of the advertising year on exactly the same dates. One of them was the Advertising 
Federation of America meeting in New York, with ten or eleven departmentals; the other was the 
National Association of Broadcasters convention in Chicago. And so last week we covered 
two major conventions, in different cities, plus, of course, the usual day-to-day breaks in other 
merchandising and advertising news. 


Maybe a “statistical analysis” of the editorial job we did on these meetings will give 
you a little “inside slant’’ on how a modern business paper serves its field. Mind you, we 
don’t think what we did last week is unique in business journalism; any number of good 
business papers do the same sort of job in their own fields. But here’s our story—primarily 
a story of an efficient staff, organized with human and physical resources enough to do an 
outstanding reporting job under almost any conceivable circumstances: 


AFA CONVENTION NAB CONVENTION 


New York, June 20-23 


Working editorial men and women on job 


Full-time professional news cameraman........ l 
(Actually on job from 8 a. m. to midnight for 
three days) 


Number of organizations meeting.............. ll 
Total number of sessions held.................. 24 
Number of stories written and published........ 23 
Total number of words published on 

RT pe 16,000 
Number of news pictures taken.............. es | 


Number of news pictures used in Advertising Age 39 
(In addition, 25 pictures of conventioneers 
were published in the two dailies issued by 
Advertising Age during the convention) 

Cost of photographs taken................ $ 289.96 


Cost of editorial coverage, including sala- 
ries of working reporters for convention 
period, telegraph and wire facsimile 
Ce ee eee 530.00 


Total convention costs directly chargeable 
to editorial coverage of AFA convention 819.96 


Chicago, June 21-23 


Working editorial men and women on job...... 4 


Full-time professional news cameraman........ l 
(Actually on job about 1] hours per day dur- 
ing convention) 


Number of organizations meeting.............. 3 
Total number of sessions held.................. 10 
Number of stories written and published........ 9 
Total number of words published on 

RR <a le 2 a ee ee 8,750 
Number of news pictures taken................ 31 
Number of news pictures used in Advertising 

RE ee er re eee 17 
Cost of photographs taken................ $ 95.79 


Cost of editorial coverage, including sala- 
ries of working reporters for convention 
period, transmission expense, incident- 
nc MEN 5 5h b > bs eek ave eeedeon 315.00 


Total convention costs directly chargeable 
to editorial coverage of NAB convention 410.79 


THE BULL’S EYE PUBLICATION IN THE ADVERTISING FIELD 


Editorial cost per word published.......... 5.1 cents Editorial cost per word published........ 4.7 cents 


Here is a cold, “statistical” picture of editorial activity in a single week. It takes no 
account of the hours of lost sleep, the pounding of typewriters, and the hard driving which 
made it possible for the figures to tell a story of successful news coverage under difficult 
conditions. And it takes no account of other expenses and activities, such as bringing the 
Advertising Age essay contest winners to the AFA convention, the publica- 
tion of dailies, and the cost of buying and decorating a booth at the AFA 
convention, which added something over $1,500 to the figures given above. 


The important point is this: Advertising Age is geared to do a news 
job, even under the most difficult and unusual circumstances; and it can do 
special jobs of convention coverage, for example, with little or no inter- 
ference with the routine handling of day-to-day breaks in advertising and 
merchandising news anywhere in the country. 
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RETAINS NAB POST 


Getting Personal 


New York World-Telegram for June 11 pictures revealing studies 


~ IN NEW SALES POSTS 


P 22.9 PER CENT 


OF 1935 SALES 


Washington, D. C., July 1.—Retail 
operating expense, favorably affected 
by the larger volume in 1935, is con- 
siderably below that of 1933, while 
still larger than in 1929, according 
to “Retail Operating Expense,” just 
released by the Bureau of the Cen- 
sus. The figures, it is believed, will | 
help national advertisers in fixing 
minimum resale prices under fair 
trade acts so that dealers will be 
able to secure adequate margins. 

Total operating expense for all re-| 
tailers in 19235 was 22.9 per cent of | 


sales, compared with 26 per cent 
in 1933 and 21.1 in 1929. None of 


| 
| 


these percentages, however, includes 
compensation for services of proprie- 
tor-owners actively engaged in oper- 
ation of their stores. Sharp varia- 
tions in costs of individual types of 
stores are reported. 

The average for all food stores is 
16.6 per cent of sales, and figures 
for various classifications under this 
general heading are as_ follows: 
candy and confectionery stores, 24.2 
per cent; dairy products stores and 
milk dealers, 32.9 per cent; delica- 
tessen stores, 18.3 per cent; fruit 
stores and vegetable markets, 18.1 
per cent; grocery stores’ without 
meats, 12.8 per cent; combination 
stores, groceries and meats, 14.9 per 
cent; meat markets, 17.6 per cent; 
other food stores, 27.9 per cent. 

Expense figures for other fields as 
a whole are given as follows: gen- 
eral stores, with food, 10.9 per cent; 
general merchandise group, 27.8 per 
cent; apparel group, 29.2 per cent; 
automotive group, 17.8 per cent; fill- 
ing stations, 18.1 per cent; furniture- 
household group, 32.7 per cent; lum- 
ber-building-hardware group, 22.7 per 
cent; eating and drinking places, 
41.8 per cent; drug stores, 23.7 per 
cent; other retail stores, 23 per cent. 

An analysis of percentage of ex- 


Edward W. Ristau (left), formerly sales 
manager, has been elected vice-president 
of Skilsaw, Inc., Chicago, in charge of 


sales, advertising and promotion. Ferd 

M. Brown (right) is newly appointed 

Southern sales director of Graham-Paige 
Motors Corporation. 


pense to sales by type of business 
shows sales costs of independents to 
be much lower than those of chains, 
though the figures are not strictly 
comparable. These figures, like the 
others given, do not include compen- 
sation for services of active proprie- 
tors of unincorporated businesses. 
The average expense of all indepen- 
dents is 22.2 per cent, considerably 
below the average for all types of re- 
tailing. That of single-store indepen- 
dents is only 21.9 per cent, and that 
of multi-unit independents, 24.9 per 
cent. 

The average expense of chains is 
25 per cent of sales, a breakdown 
showing expense of local chains as 
29.4 per cent; sectional and na- 
tional, 24 per cent, and manufac- 
turer-controlled chains, 39.5 per cent. 

Expenses of other methods of 
reaching the public were fixed as 
follows: leased departments, inde- 
pendents, 24.2 per cent; leased de- 
partments, chains, 34.1 per cent; util- 
ity-operated stores, per cent; 
mail-order houses, 25.3 per cent; di- 
rect selling (house to house), 41.5 
per cent; state liquor stores, 8.3 per 
cent; military post canteens, 19.7 
per cent; commissaries or company 
stores, 14.4 per cent; other types, 
14.5 per cent. 

Copies of the report can be ob- 
tained only from the Bureau of the 
Census. 


35.5 


Big New 


Lux list 


on Lux toilet 
36,000,000. 


soap was up 


THE 


NEW YORK CHICAGO DETROIT 


welcomed to big 


J. Walter Thompson's magazine list 


Question: Where would they find more 


millions who weren't already seeing Soe 

Lux in the magazines? IS YOUR 
Answer: They found them in Small LIST AS GOOD 
Town America specifically. . There's AS YOUR 
where the metropolitan “nationals 

and radio are weakest cou « 80 weak DISTRIBUTION? 
that 1,750,000 Household Magazine 

circulation in Small Town America 

specifically adds mostly ALL-NEW 


MARKET to many of the biggest lists. 


HOUSEHOLD 


MAGAZINE tur c 


flapper, Publisher, Topeka, Kansas 


Market 


around 


CLEVELAND SAN FRANCISCO 


of a Miss Jean Brand, showing mostly legs. Advertisement for Wear- 
Right gloves just below carries the headline, “There’s style and wear 
in every pair!” which looks like a comment on gal’s pins. Walter H. 
Dodwell, a. m., Hudson Dispatch, Union City, N. J., who spotted the 
proximity, says please return clip for his scrapbook of newspaper odd- 
ities! .. What a volume that must be to curl up with of a chill winter 
evening. . . 

Octavus Roy Cohen, Jr., head of the Havana Advertising Agency in 
Cuba, has been ill in New York, but is going back home this week... 
First speaker on the NBC-Blue net broadcast from the International 
Chamber of Commerce, Berlin, June 28, was Thomas J. Watson, IBMC, 
chairman of the American delegation, and new president of the 
i; 4, 

John A. Holman, general man- _ 


Harold V. Hough, WBAP, Fort Worth, 
Tex., re-elected NAB treasurer at the an- 
nual convention last week. 


ager, WBZ-WBZA, Boston, sailed 

June 19 for a six-months’ tour of ROLL ‘EM COWBOYS 
Europe. Gordon Swan will look 
after program directing while 
he’s gone. Before he left, Mr. 
Holman was made an honorary 


vice-president of the Scituate 
Players, a new little theater 
movement which recruits only 


local talent in Scituate, of which 
he is one. 

S.S. Manhattan’s June 16 sail- 
ing carried Hugo and Mrs. Bulo- 
va, president of the watch com- 
pany, and Charles B. Gary, vice- 
president, Liggett & Myers. 
Getchell’s Harold Hixon Jr., was 
married June 7 to Betty Cleve- 
land Timmons. 

Summer in St. Louis will be 
cold for Gordon Hertslet, An- 
fenger Agency v. p. and St. Louis 
Advertising Club president, but 
come fall and he will join the 
benedicts. Marie Louise Setz, St. Louis, is the girl. 


Bennett Chapple (left), vice-president, 


American Rolling Mill Company, and 

Frank Simon, who conducts the Armco 

lronmaster band, climb on “low horses” 

at the annual Middletown Armco's an- 
nual picnic. 


Mary Lewis, Best & Co. v. p.in New York, creator of “Buy American 
Cotton” copy, received an L. H. M. honorary degree from Russell Sage. 
.. Academic honors also were bestowed on John Francis Neylan, coun- 
sel for Hearst Publications, an LL. D. from Seton Hall College; Arthur 
Krock, N. Y. Times, an M. A. from Princeton; and Samuel Fels, Fels 
Naptha, an LL. D. from the University of Pennsylvania. . . 

Greater Buffalo Advertising Club plans for 700 guests at its annual 
summer dinner, July 13, according to Floyd Crawford, secretary. Wil- 
liam D. Roesser is honorary chairman of the affair. . 


Recalling old times at Dartmouth were these Boston grads who 
attended the alumni reunion in New York: H. Lyman Armes, Advertis- 
ing Management; Don Gardner, N. W. Ayer; Bill St. Amant, National 
Sportsman; Bob Long, Conde Nast; Bill Montgomery, promotion de- 
partment of the N. Y. World-Telegram, and Ken Lee, sales division of 
the Comic Group. . 


Jack Harding, president, Harding Advertising Company, Indianap- 
olis, served as publicity chief for the Kiwanis International annual con- 
vention. His wife, Bertita Harding, author of the best seller, “The 
Phantom Crown,” is in Europe gathering material for another book. . . 
Charlie Pettinger, another Indianapolis agency exec, is a sound sleeper. 
While he was slumbering in his Lake Wawasee cottage a burglar went 
through his trousers, lifted a billfold, took the money and returned the 
billfold to its accustomed resting place, without disturbing him. . . 


The President has honored Frank Sohn, s. p. m. for Libbey-Owens- 
Ford by appointing him delegate to the International Congress of 
Design and Applied Arts, scheduled for Paris, July 31 to Aug. 6... 


John G. Wilcox, Chilton Company, and W. L. Morrison, McGraw- 


Hill were prize winners at the first ABP circulation managers golf 
outing at Glen Ridge, N. J... 

Jack Gildersleeve, Charles 

Daniel Frey agency artist in 


Chicago, recently dashed down to 
Indianapolis, his home town, to 
bring back a bride. . . Another 
June casualty was William How- 
ard Hooker, Ice Cream Field Pub- 
lishing Company prexy, New 
York, who changed _ Barbara 
Porter’s name. 

Payless pay days are in store 
for Gerard Swope, G-E. Governor 
Lehman has appointed him to the 
Taconic State Park Commission, 
members of which serve, sans 
salary, in controlling state parks 
in four N. Y. counties. 

Herman O. Meister, Hyatt 
Bearing’s g. m., added banking to 
his occupations when the First Na- 
tional of Montclair, N. J., recently 
named him a Logan 


A PAGE BOY WON 


— 


It didn't help much when Don Forker, 

Lord & Thomas account executive (left), 

George Engles, and John F. Royal, NBC 

vice presidents, carefully surveyed the 

Rockland Country Club course before 

the NBC handicap golf tournament. A 
page boy won. 


director. 


Grupelli of National Oil was captain of the “S.S. Restless” on a ‘“Mys- 
tery Cruise” of the Passaic and Hudson rivers for the N. J. Industrial 
Marketeers. Harry Carroll, Hyatt, and Herbert Mercready, Magnus 


Chemical, were signed on as first and second mates to prevent mutiny. 
P. S.—There wasn't any... 

Norman MacLeod, Ketchum, MacLeod & Grove, has been elected 
prexy of the University of Pittsburgh's General Alumni Association. 

Sailed: Arthur Hirose, McCall's research director on the Barg- 
ensfjord out of New York for Norway, Sweden and Denmark: Mr. and 
Mrs. Charles Younggreen (Chicago, Reincke-Ellis Younggreen & Finn) on 
the Lurline out of Los Angeles for Honolulu, in the honeymoon party ac- 
companying Buddy Rogers and Mary Pickford. 

William G. Schoenhoff, media department, Arthur Kudner, Ine., is 
convalescing from a triple fracture of the collar bone, sustained in one 
of those sudden bath-tub flights. .. 

Val Sarra, Chicago photographic studio chief, is off to study how 
they do it in Mexico. He plans to spend a month in the nation to the 
south of us. 


Circus Sans 
Smell Is New 
Sanovan Aim 


New York, July 1.—To attack 
“B.O.” in lions and other circus ani- 
mals, Sanovan, deodorant product of 
Cosmos Chemical Corporation, Bos- 
ton, is being used by the Cole Bros.- 
Clyde Beatty Circus to give respite 
to the finer sensibilities of circus 
visitors. 


‘Atmosphere’ Retained 


“We wouldn't want to eliminate 
circus odors completely,” it was re- 
marked at the office here of Batton, 
Barton, Durstine & Osborn, Inc., “be- 
cause they are important in making 
circus ‘atmosphere. But after an 
hour or so sitting under the big top, 
visitors grow accustomed to them 
and, by clearing the air occasionally 
with Sanovan, we add to circus pleas- 
ures by reminding visitors of the re- 
treating pungencies.” 

Campaigns are being carried on in 
each of the cities on the circus 
itinerary, one phase consisting of the 
use of “Sanovan” banners hung on 
parade elephants and in the big tent. 


“ MARKET 


DOLLAR 


| RETAIL SALES | 
$1,220,899,333 
| WHOLESALE SALES 
$1,517,220,250 
| RADIO HOMES 
| 904,999 


PASSENGER CARS 
962,233 | 


A detailed study of the 
WHAS Proven Primary 
Listening Area has been 
be 


supplied you on request. 


prepared and will 


This rich, prospering mar- 
ket can be effectively 
sold thru this powerful 
medium. 


WHAS 


Edward Petry Co., National Representatives 


Owned and Operated by The Louisville 
Times Company 


Publishers of 
THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 
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WERNER JANSSEN 
TO WIELD BATON 
FOR FLEISCHMANN 


1—Werner Jans- 
will be 


New 
sen, 


York, July 
orchestra conductor, 


. . . | 
starred in his own radio program be- 


ginning Sunday, July 4. He'll direct 
a program of popular music to be 
sponsored by Fleischmann’s yeast 
and broadcast over the NBC-Blue 
network at 7:30-8 p. m., EDST. He 
has been the musical director of the 
Chase & Sanborn hour since May 9, 
and left that spot after the broad- 
cast of June 27. The agency is the 
J. Walter Thompson Company, New 
York. 

Hudson Motor Company has taken 
over the “On the Air,” weekly show, 
starring Virginia Verrill and Lud 
Gluskins, over CBS’ Pacific network, 
originating in the Hollywood studios 
of KNX. The show is heard Tues- 
days, 8:45-9:15 p..m., PST. Brooke, 
Smith & French, Inc., Detroit, is the 
agency. 
fea- 
Pal- 
others, 


“Acme Sunshine Melodies,” 
turing Smiling Ed McConnell, 
mer Clark’s orchestra and 
will go off the air for a vacation 
after July 4, but will return to the 
NBC-Red network on <August 29 
under a new 52-week contract. The 
agency is Henri, Hurst & McDonald, 
Inc., Chicago. 

Through a new contract with 
Philco Radio & Television Corpora- 
tion, Boake Carter’s news broadcasts 
will be heard over a greatly ex- 
panded hookup of CBS) stations, 
starting July 5. The new 
over 5% stations instead of 23. will 
be heard Mondays, Wednesdays and 
Fridays at 7:45-8 p. m., EDST. 


series, 


The Plight of 
Reno County, 


Kansas 


Reno 


farms. An 


3,140 


esti- 


County has 
unofficial 
mate of this years wheat 
production for that county 
is 9 million bushels or an in- 
come of $3,000 per farm on 
the average. No records are 
in as yet for the dairy cows. 
poultry and a score or more 


of other crops. 


That record will not hold 
for every county in the state, 
but it is typical in many. In 
fact this year’s estimate of 


142,000,000 bushels by the 
UL. S. Department of Agri- 


means that Kansas 
the 
money crop in several years 


culture, 


will produce biggest 


at present market prices. 


No other state will run 
closer than one-third of this 
big figure. Certainly no 
other state will have around 
150 million dollars in cash 
the next 


income during 


three months. 


Are you making any spe- 
cial effort to get your share 


of these millions? 


Kansas Farmer 


Topeka, Kan. 


Arthur Capper, Publisher 
115,000 SUGSCRIGERS 


Lambert Draws 
the Curtain on 


Dandruff Germ 


(Continued from Page 1) 
dandruff therapy. For the first time, 
dandruff is treated for what it really 
is—a serious germ infection.” 

In announcing the reward offer last 
year, Mr. Fitch said, “in all my years 
of study about dandruff I have al- 
ways been forced to the conclusion 
dandruff is nothing more than a per- 
fectly natural accumulation of scalp 
excretions, plus dirt caught from the 
air. If, in spite of all this scientific 
research, someone has found a germ 
that causes dandruff, I want to know 
about it.” 


Hutchins Advertising Company, Inc., 
is the agency in charge. 
Fibber, Molly Renewed 

“Fibber McGee and Molly.” over 
NBC-Red network each Monday at 9 
p. m., EDST, have been renewed for 
an additional 52 weeks by _ their 
sponsor, Johnson’s Floor Wax, ef- 
fective July 5. Agency, Needham, 
Louis & Brorby, Inc., Chicago. 

Bristol-Myers’ “Town Hall To- 
night” also has been renewed for a 
year, effective July 7. It is heard 
over the NBC-Red net each Wednes- 
day at 9-10 p. m., EDST, with a re- 
peat show for the coast. Young & 
Rubicam is the agency in charge. 

True Story Court of Human Rela- 
tions, sponsored by Macfadden 
lications, Inc., heard Fridays at 9:30- 
10 p. m., NBC-Red network, will 
change the time of its repeat pro- 


gram from 12:30-1 a. m. to 11:30 
12 midnight, effective July 9. The 
agency is Arthur Kudner. 

Through a new contract with 
American Home Products, Inc., “The 
Romance of Helen Trent” and “Our | 


Gal Sunday” will remain on the Co- 
lumbia network during the summer. 
The former, heard at 12:30-12:45 
p. m., will promote Edna Wallace 
Hopper cosmetics; the second show. 
heard at 12:45-1 p. m., will boost 
Anacin and Fly-ded. Both will con- 
tinue to broadcast Mondays through 
Fridays, through  Blackett-Sample 
Hummert. 


Deen Wine Dotted 
Line Golf Tourney 


Ray Deen, American Machinist and 
Product Engineering, won both ends 
of the golf tournament of the Chicago 
Dotted Line Club at the Itasca Coun- 
try Club June 29. 
of the Aldrich cup with low net and 
first prize for low gross as well. He 
scored an SO. 

Other prize-winners: second low 
gross, Scranton Gillette, Gillette Pub- 
lishing Company; second low net, C 
Mersbach, Mersbach Agency; third 
low net, Bill Heaps, Electrical Con- 
tracting; tourth low net, Sid Crane. 
American Builder; fitth low net, 
Irving Eyler, F. W. Dodge Corpora- 
tion; sixth low net, G. D. 
ADVERTISING AGE; seventh 
N. R. Swartwout, Bakers 
eighth low net, Cy 
D. Roper Corporation; 


Ray Fling, Ahrens Publishing Co.; | 
tenth low net, H. A. Morrison, Sim- 


mons - Boardman 
eleventh low net, 
Business Week; 


Publishing Co.; 
Dick Whittington. 
blind bogey. first 
prize, M. EK. Maggart, Maggart Cor- 
poration; second prize, L. 
Welding Engineer; third prize, John 
Sweet, Traffic World; selected low 
scores, first prize, Cy Perkins, Na- 
tional Petroleum News; second prize, 
Art Schalk, Cyclone Fence Co.: se- 
lected high scores, first prize, Al Tie- 
feld, American Steel & Wire Co.: sec- 
ond prize. Elmer Howson, Simmons- 
Boardman Publishing Company: cash 
blind bogey, J. E. Walsh. ADVERTISING 
Acre. Howard Rose, Buchen Co., won 
a set of woods in a special drawing. 
and Cy Simmons, Crane Co.. captured 
the prize for high score on one hole, 


Karol New President 


of Research Council 
John J. Karol, director of research, 
Columbia Broadcasting System, has 
heen elected president of the Market 
Research Council, New York. Mem- 
bership, limited to 50, is composed 
of research men from agencies, me- 
dia, and independent research firms. 
Carroll Rheinstrom, Macfadden Pub- 
liecations, was elected vice-president, 
and Arthur Hirose, McCall Corpora- 
tion, secretary-treasurer. 


Pub- | 


He captured a leg | 


Crain, Jr.,.| 
low net, | 
Helper: | 
Edwards, George | 
ninth low net, | 


C. Monroe, | 


| Simons Elected by 
| Sigma Delta Chi 


George Simons, General Electric 
X-Ray Corporation, has been elected 
president of the Chicago alumni chap- 
|ter of Sigma Delta Chi, national pro- 
.essional journalistic fraternity. 
poral new officers are Paul Nelson, 


ditor, Scholastic Editor, vice-presi- 
dent; John Canning, Jr., assistant | 
to the director of public relations, 


| Standard Oil Company of Indiana, 
| secretary, and Edward S. McKay, 
| motion department, General 
Company, treasurer. 

Directors chosen are George A. 
Brandenburg, Chicago representative, 
Editor & Publisher; Phil S. Hanna, 
editor, Chicago Journal of Commerce; 
Hal Burnett, publicity director, Sta- 
tion WBBM: Robert C. Pebworth, 
managing editor, Trailer Travel; Hal 
Rainville, publicist; George W. Har- 
ris, National Safety Council; Conger 
Reynolds, director of public relations, 
Standard Oil Company of Indiana; 
Floyd Arpan, Northwestern Univer- 
sity, Medill School of Journalism; 
Joseph W. Hicks, director of public 
relations, Publie Utility Engineering 
and Service Corporation; Albert W. 
Bates, public relations department, 
Swift & Co.; and Elmo Scott Watson, 
editor, Publishers’ Auviliary. 


Issues Blue Book 
Manufacturers Record, Baltimore, 
has issued its annual “Blue Book of 
Southern Progress.” 


But don't try 
Ireland! 


It’s our business to know 


stations are best for selling your kind of 


merchandise 


many real prospects you 
territory 


to make sales have beet 


WHO .. . . Des Moines 
WGR-WKBW . . . Buffalo 
WHK-WJAY . . Cleveland 
WHKC . . . . Columbus 
KMBC . . . . Kansas City 
WAVE .. . . Louisville 


WTCN . Minneapolis-St. Paul 
KOIL .... . Omaha 
KOIN-KALE . Portland 
KSD . . St. Louis 
WFBL . Syracuse 
ee se hs 


pro- | 
Electric | 


to sell snake-bite cures in 


to know or to find out how 


to know whether your chances 


No Settlement 
Offer in Jemima 


— Case, Says G-F 


| 


New York, 
Foods Corporation, 


June 29. General 
which ast month 
ed victorious in a suit brought 
Gardella, vaudeville and 
seeking damages over 
another singer in the radio 
Aunt Jemima, never seriously 
negotiated with the actress, L. E. 
Waterbury, of General law 
department, said today. 

Denying reports that the company 
had offered Miss Gardella an out-of- 
court settlement at any time during 
the long progress of the suit, Mr. 
Waterbury likewise said that the 
company had not negotiated with 
Miss Gardella seriously in connec- 
tion with the original role, as _ re- 
ported in ADVERTISING AGE May 17. 

“As a matter of fact,” he declared, 
“we never even got s> far as to talk 
about remuneration.” 

A lower court origiually awarded 
Miss Gardella $115,986 in her suit 
|against General Foods, Log Cabin 
Products, Ine., and National Broad- 
casting Company on her 
jclusive use of the name 


}emerg 
iby Tess 
jradio actress, 
use of 


role of 


Foods’ 


“Aunt 


ment, 


which 


exactly 


have in each 


1 increased or 


claim to ex- 


industry, or what not. 


ful, however, we 
you lend us an ear or two. 


WEST AND FAR WEST 


4 
~ 


a 3 


All areas were represented at the AFA 
convention, with this threesome evidenc- 
ing the sectional variety: Louise Luedtke 
(left), Milwaukee Women's Advertising 
Club president; Florence Cox, Detroit 
Women's Advertising Club, and Alice M. 
Kiesslich, Los Angeles. 


Jemima” in the entertainment field. 
In reversing this judgment, the 


States Circuit Court of Ap- 
peals held that use of the name in 
entertainment and in advertising 
were “in distinct spheres” and that 
no confusion resulted. 


United 


Wolfe Named Swift & Co. 


Sales Promotion Head 


Cc. H. Wolfe has been named man- 
ager of the sales promotion depart- 
ment of Swift & Co., Chicago. 


Mr. Wolfe has been in charge of 
advertising for several of the Swift 
products under the direction of Leo 
Nejelski, advertising manager. 


“But you've heard us on the hadio!” 


Ssizct the right markets and the right 


stations, and radio will do wonders for you. 


killed by local conditions of weather. or 


It’s our business to 


help you make radio a profitable invest- 
and we know our business. 


No matter how much we want to be help- 


can't do very much unless 


Why 


don't 


you telephone or drop us a line and ask 
for some dope on some of the things that 
are bothering you? 


FREE & PETERS. inc. 


‘(and FREE, JOHNS & FIELD, INC.) 


. .  Omaha-Lincoln 


. . . Tacoma 
—e UCU 
Youngstown 


_ 
4 
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ADVERTISING AGE 


July 5, 1937 


PRYOR PROGRAM 


ONE FOR FUTURE, 


VIEW IN RADIO 


Chicago, July 1.—While the _ pro- 
posal of Arthur Pryor, Jr., vice-presi- 
dent and radio director, Batten, Bar- 


ton, Durstine & Osborn, New York, 
that spot announcements of all kinds 
be abolished in the interest of higher 
standards, created intense interest 
at the convention of the National As- 
sociation of Broadcasters last week, 
the later reaction that such a 
move unless adver- 
higher 


was 
is impracticable 

willing 
radio 

While few broadcasters care to be 
quoted on what they regard 
exceedingly delicate question, 


tisers are to pay 


prices for time 
as an 
senti- 


ment expressed at the convention 
by some of the smaller stations 
found general acceptance this week. 
It is that spot announcements are 
the bread and butter of small sta- 
tions and also constitute some ap- 
petizing icing for the cake among 


the more powerful ones. 

It would impossible for many 
of the small stations to survive if 
they proscribed spot announcements, 
according to the unless 
higher time rates adopted to 
compensate for the loss in this clas- 
sification. The larger stations could 
survive, but their profits might 
seriously impaired unless the 
increase in time charges were 
fected. 

Mr. Pryor intimated that elimina- 
tion of what he regards as bad prac- 
tice would make radio time more 
valuable. Whether he was speaking 
for only his own agency or for 
others also, is something radio oper- 
ators will determine before adopting 
his recommendations. The general 
feeling is that few radio advertisers 
would be willing to accept any ad- 
yrance in rates at present, with other 
charges soaring. 

The formal] resolutions adopted at 
the N. A. B. convention expressed 
the thanks of the association to Mr. 
Pryor for his appearance. Verbal 
comment of members reiterated this 
sentiment. The atmosphere was 
cleared considerably by the frank ex- 
pressions of the agency man and the 
replies of members. Several astute 
broadcasters express the belief that 
Mr. Pryor has laid down a goal for 
the industry to seek in the years to 
come, and they add the opinion that 


be 


consensus, 
were 


be 
same 
ef- 


eventually the reforms he recom- 
mends will come to pass. 
————— = a SaaS 
MARKET ANALYST 
Consulting Executive for 
Large Corporations 
Intelligence—Experience—Organization 
—iodiee— 
ARTHUR C. WEICK Come 
20 W. Jackson Blvd. hicago 
Wabash 5379 
‘ 


Do not feel— because 


“small” 


you know how 
nent agencies and advertisers use us 


big or small as you may be 


Retail Lineage 
Shows Gain at 
Mid-Year Mark 


Chicago, July 2.—Retail display ad- 
vertising for the first 26 weeks of 
1937, ending June 26, is 27,531,483 
lines or 5.7 per cent ahead of the cor- 
responding period of last year, ac- 
cording to the ADVERTISING AGE Index 
of Retail Activity. 

In the 77 important cities included 
in the Index, newspapers have Car- 
ried a total of 509,312,295 lines dur- 
ing the period reported, against 481,- 
780,812 lines in the comparable period 
of 1936. 

At the turn of the year, it appears 
that retail display is forging ahez nd 
in 1937 despite the serious early year 
floods, intermittent labor’ troubles 
and strikes which have handicapped 
business for several months, and re- 
cently, prolonged cool weather’s in- 
terference with seasonal items’ sales. 

In the seven-day period ended June 
26, retail display in the Index cities 
totaled 18,731,839 lines against 18,- 
506,560 lines in the pe ap 
week of last year, a gain of 225,279 
lines or 1.2 per cent. 

Any study of the individual tabu- 
lations for each city measured in this 
Index, appearing elsewhere on this 
page, should take into consideration 
the two-day suspension by Pittsburgh 
papers because of a mailing room 


strike. In Tacoma, The Daily Ledger 
was discontinued June 23, resulting 


in a technical loss of lineage for that 
city. Rochester does not appear in 
the accompanying tabulations due to 
the discontinuance of the Rochester 
Journal, making the figures for that 
city unavailable. 


Percentage of gain or loss over 
1936 for each week or 1937, is shown 
in the table following: 
RO a 2 TT ; oa » 53 
sanvary 9 .... ebait + &.5 
January 16 4.0 
SRRURIY Bo rciccvicicies + 4.2 
SRTUETY BO cicacc. , weeeee Ht 5.8 
rebruary S wynees és + 8.5 
PeOTURET TE kc ccdevesent cesses + 6.9 
February 20 . + 16.6 
February 27 + §.3 
March MS ae os rere ik 
Maren US «cases Tree + 12.0 
a | + 12.9 
DERPOR Bt tsetse see +t 7.9 
OS” i eae 7.3 
i Ge Pee ere 0.9 
PO) i | eer 11.5 
0 eer sr + 8.2 
may 1... ce cht eeieakes Se 0.6 
May Serre rrrrrrere ; + 8.9 
ike | Se +- 4.7 
PB Pee Geree hiss 6.0 OOo + 3.9 
ae | + 19.2 
June Ms 46% 48% 5.1 
PS | + 6.0 
a ee) ae 1.2 
SANE I ks bck sia.e o Kroes Oe 1.2 

Gains appear in 22 of the first 26 


weeks of 1937. 


Dealers Make Displays 

Shoe Polish division of Hecker 
Products Company, New York, is of- 
fering dealers an opportunity to sub- 
mit mass displays of Shinola Shoe 
dressings; business paper copy an- 
nounces “we will pay you 40, 60, and 
80 cents” for various sizes. Batten, 
Barton, Durstine & Osborn, Ine., is 
the agency. 


& A. 


many promi- 
that your 


order will receive only routine attention. 
All orders loom large here. You rate tops with us 


we play no favorites 


when serving the cognoscenti. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street - 


Telephone 


Nickeltypes 


Chicago, Ill. 
HARrison 3732 


Tenaplates - Matrices - Stereotypes 


| 


Index of Retail Activity in 77 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyrig 


ht, 1937, by 


Advertising Publications, Inc.) 


% Gain 


% Gain 


26-Week 26-Week 26-Week or Loss” or Loss 
Period Period Period 1937 1937 Week Week % Gain 
IEended Ended Ended over over Ended Ended or 
(ity June 29, 1935 June 27, 1936 June 26, 1937 1935 1936 June 27,1936 June 26, 1937 Loss 
Avon, Gy 4.22003 -. 7,818,198 _ 8,027,439 _ 556,040 — +94 £+6.6 299,404 311,325 +3.9 
Altoona, Pa. ........ 3,055,493 3.25 223 3557 106 + 16.4 + 9.3 154,756 152,292 —1.f 
Atlanta, Ga. ........ 6,925,437 7,465,528 7,936,716 +14.6 + 6.3 252,896 263,424 +42 
Baltimore, Md. ....... 10,490,896 10,980,740 11,766,935 12.2 + 7.2 408,406 454,843 +11 4 
Birmingham, Ala 5,131,798 5,818,008 6,426,560 + 25.2 10.5 257,712 227,710 —il1.7 
Boston, Mass. ......... “70,335,490 10,227,112. 10,887,100 +0.5 +1.6 334,969 314,185 —6.2 
Bridgeport, Conn, 4, 255,672 4,330,980 $4,728,316 +11.1 + 9,2 174,804 225,736 + 29.1 
Buffalo, N. Y. 8,467,505 8,297,474 9,389,664 + 10.9 + 13.2 341,460 338,282 —0.9 
Camden, N. J. ..... 2,012,567 2,032,008 2,021,545 0.4 —0.5 118,731 83,589 —29.6 
Cedar Rapids, fa. 2,364, O68 2,512,902 2.632.532 11.4 + 4.8 &8 060 96,516 + 9.6 
Chattanooga, Tenn..... 3,736,855 3,438,098 | 3,223,382 is. 144,494 + 8.8 
Chicago, lll. ... sence 24,828,203 15,300,957 16,159,999 +13. 578,385 +10.7 
Cincinnati, O. ..... 8,272,680 8,538,067 8,969,258 +S8.4 305,838 +1.6 
Cleveland, O. ......... 9,238,640 9,905,223 10,845,027 +-17.4 + 9.5 399,754 382,479 —4.3 
eee ER. fc oackeks Seateevs jj. a¢eaueas eee ; “a 256,651 260,489 +1.5 
Dallas, Tex. .......... 9,491,644 | 10,289,327 10,800,815 £+13.8 +4.9 326,130 390,052 +19.6 
lDbayton, ©. cease ® 7,379,610 6,797,340 7,932,888 7.5 +-16.7 273,126 299,840 +9.8 
Denver, a 5,088,350 5,167,063 5,159,200 1.4 0.2 181,530 164,860 —9.2 
bes Moines, la , . 8,236,927 3,262,240 3,021,412 + 2.6 +- 1.8 140,145 110,289 —21.3 
Detroit, Mich. 10, 706, 630 10, 943,706 11,559,855 + 7.9 + 5.6 418,936 405,484 —3.2 
rie, Pa. ....... 3,563,084 _ 3,617,310 4,049,336 .+27.7 +25.8 126,102 182,196 +44.5 
I’vansville, Ind. 6,040,692 6541.7: 38 6.279.308 3.9 ©) 268,394 281,848 + 5.0 
Fall River, Mass 1,655,373 1,745,675 1,817,717 + 9.8 + 4.1 69,822 68,020 —=3.6 
Flint, Mich. .......... 4,243,386 4,486,678 4,632,026 +9,2 +3,.2 165,382 182,532 +10.4 
Fort Wayne, Ind, ..... », 309,829 5,806,065 6,036,233 +13.7 + 3.9 207,760 207,704 nar 
Gary, Ind. ..... ane ke a ~ 2,619,852 3,047,173 3,789,396 +-44.6 +24.4 131,135 150,965 +4151 
Girand Rapids, Mich. 4,626,754 4,659,018 5,534,314 +-19.6 + 18.8 183,050 188,524 + 3.0 
(ireenville, S.C. ,O78 2,883,189 3,399,253 + 10.4 +-17.9 112,182 125,914 +12.2 
Houston, Tex. ... »,552,92 7,191,777 8,207,774 +- 25.3 + 14.1 284,550 259,392 —8.9 
Indianapolis, Ind, ..... 8,370,258 8.732.274 9, 46 )225 +13.0 +8.3 329,919 352,056 + 6.7 
Jersey City, N. J... 1,139,263 ~ 1,275,877 1,239,094 $8.8 a 52,786 44,237 —16.2 
Kansas City, Kans. 1,054,928 1,184,911 1.337.182 26.8 +12.9 $9,910 52,248 +4.7 
Knoxville, Tenn. ..... 4,423,171 4,807,782 5,055,416 + 14.3 + 5.2 191,366 200,228 + 4.6 
Little Rock, Ark. ..... 4,742,206 4,646, 199 4,776,506 +0.7 + 2.8 163,800 174,440 +6.5 
woe Anmeeios, Calif, ... <scedcess 12 097, 03 12,861,627 “re + 6.3 462.162 482,843 + 4.5 
Lynn, Mags. .......... 5,280,940. 5.029.694. 4.8 #=—3.9 210,434 206,822 a 
Manchester, N. H. 1,791,706 1,800,196 0.5 1.6 78,534 82,408 + 4.9 
Memphis, Tenn, 5,614,672 6,058,418 + 7.9 + 8.1 189,602 227,276 +19.9 
Milwaukee, Wis. 6,592,283 (a "808. 98S 9 007,167 + 36.6 + 23.2 327,452 280,525 —14.3 
Minneap?tis, Minn. 7,201, "401 7,759,700 7,651,583 + 6.3 —1.4 288,768 245,337 —15.1 
Moline Rock Island "3,867,458 274,418 4,631,791  +19.8 + 3.4 154,658 192,920 + 24.7 
Nashville, Tenn. .... 1,100,432 3,918,592 1,971,766 0.7 +3.9 142,492 31,264 —7.9 
New Bedford, Mass. 1,579,466 1,692,600 1,712,662 +S.4 +1.2 58,912 63,518 + 7.8 
New Haven, Conn. .... ..... 4,616,836 4,853,190 ‘% + 5.1 159,978 180,838 +13.0 
New ©Orleans, La. 9,181, 042 2 9 Ace 0, 4: 24 10, 1 29 870 10.3 + 4.1 411,839 445,958 + 8.0 
New York, N. Y. ...... 29,226,301 027 ~ 17.6 +5.5 1,119,483 1,188,172 +6.1 
Brooklyn, N. Y. ....... 3,661,727 513,009 3,584,856 —2.1 + 2.0 131,837 108,066 —18.0 
NOrfoliw, VE. vsvcevsss 4,674,390 4,78: 3,058 4,818,212 + 3.1 + 0.7 185,752 193,172 + 4.0 
Oakland, Calif. ....... 3,678,416 3,829,257 3,935,976 + 7.0 +2.8 128,087 129,528 +1.1 
Oklahoma C ity, Okla. 5,183,087 5,606,171 5,992,464 +15.6 + 6.9 259,238 281,344 +-8.5 
(os ae || ra 5,616,262 5,600,234 6,023,071 +73 17.6 200,389 223,818 +11.7 
Philadelphia, Pa. ..... 14,323,432 14,623,434 15,618,240 + 9.0 + 6.8 588,825 569,785 —3.2 
PMOGHIS, -AFIS:.. 6.56665 3,715,481 3,782,520 3,654,210 ey —3.4 134,162 128,786 —4.0 
*Pittsburgh, Pa. ...... 12,101,292 11,660,154 13,095,286 + 8.2 - 12.3 403,970 333,494 ——-17.5 
Portland, Oreg, ....... 5,214,730 5,834,822 $19.3 + 6.6 229,922 245,028 +6.6 
Providence, R. Ll. ...... 6,983,705 6,985,859 7,147,952 3.4 + 2.3 239,183 247,129 +3.3 
Reading, Pa. ....scess 5,027,120 4,672,160 5,475,778 +8,9 +17.2 173,744 187,740 + 8.1 
Richmond, Va. ..... 5,849,676 6,454,014 6,582,240 +-12.5 +-1.9 243,852 246,428 +1,.1 
Sacramento, Calif. 4,028,443 4,387,474 41,402,251 +9.3 +0.3 161,402 156,8 56 —2.8 
San Antonio, Tex 2,807,777 3,312,974 3,377,099 20.3 -1.9 108,507 5.6 
San Diexo, Calif. hs ark 6,347, 124. ~ 8 8 827.996 7,239,058 ~ +14.0 ~  +6.0 279,776 
San Francisco, Calif 7,163,903 7,860,046 sf 18,327 +13.3 3.3 256,652 256,591 r 
WORELIG,. WES ise sc 6s 4,879,276 5,013,928 5,181,266 + 6.2 3.6 182,042 157,37 —13.6 
South Bend, Ind. ...... 240,896 4,402,158 4,886,009 +-15,2 11.0 162,745 172,260 +5.8 
Spokane, W ash. rrrer 3,223,274 3,569,622 3,893,848 + 20.8 9.1 128,408 134,540 +48 
St. Louis, Mo. ......... 8,983,525 9.289.990 9,984,465 411.1 £+7.5 331,815 372,825 +12.4 
St. Paul, Minn 6,087,648 6,714,357 6,269,024 + 2.9 —.6 222,717 207,710 —6.7 
eyracine, NM: FY. sass 5,730,571 5,895,392 6,042,696 + 5.4 2.5 219,149 212,583 —3.0 
tTacoma, Wash. ...... 2,542,381 3,049,526 3.316.496 + 30.4 i- 8.8 124,096 108,906 ——i 24 
Temps, WM. oasis cscs 3,289,370 3,044,658 3,215,202 2.3 + 5.6 106,428 106,736 +0.3 
Uy. i rereree De. ck, = =|! ee ae Lees. aes . 283,303 255,857 +9.7 
Toronto, Ont., Can 10,834,937 10,398,162 10,439,160 —3.7 + 0.4 367,975 331,835 —9.8 
<9 0). Car. a. a ee a 2,334,780 1,935,346 2,158,030 -7.6 +11.5 73,192 78,008 + 6.6 
eg 3 re 41,495,876 5,051,976 $.930,150 + 9.7 —2.4 198,646 176,890 —10.9 
Washington, D.C. . 16,792,526 18,820,460 19,211,673 14.4 + 2.1 659,436 672,777 + 2.0 
Worcester, Mass. ..... 5,919,837 6,075,616 6,186,805 4.5 8 226,051 242,120 +71 
Youngstown, Oe. eb dws 4,453,481 5,045,715 1,653,616 + 4.5 —7.8 220,969 138,628 —37.3 
i re $44,27 2,466 481,780,812 509,312,295 +10.7 + 5.7 18,506,560 18,731,839 + i.2 
*No Pittsburgh papers issued June 23 and June 24, 1937, because of strike. 
tDaily Ledger discontinued June 23, 1937 
he . ; : 
ae a ‘Dew? t | tional beings. it is true that intelli- Fitra Aaaileas Firm 
’ | gent ones are influenced by facts, but , , 
tka. sdeomabens ss eiabineea’ -ealek sail Fitra Productions, Ine.,  Holly- 
Ar ue Lethen’ s 1e approach to the rational part of | yooq: film, television and radio pro- 
gue, 


Selling Advice 


St. Louis, June 30. 
selling as the subtle 
sion rather 
Western 


Characterizing 
art of persua- 
than debate, Ed Lethen, 
advertising manager, Mac- 
fadden Women’s Group, yesterday 
told Advertising Club members here 
that showmanship and discretion are 
two chief qualities needed in = ap- 
proaching perfection. 

Although his subject 
of Selling Advertising Space,” 
Lethen pointed out that these 
gestions are equally applicable 
salesmen in all fields. 

Showmanship, he explained, 


was “The Art 
Mr. 
sug- 


to 


not imply flashy desk-pounding type 
of argument. Rather, it means an 
adoption of a “vou” attitude by the 


salesman in preference to a one-sided 
point of view. A space salesman’s 
function, according to Mr. Lethen, is 
to fit the markets represented by his 
magazine into the requirements of 
the advertising of the product under 


| consideration. 


“Buyers,” 
beings, 


he asserted, “are human 


and human beings are not ra- 


does | 


their brain is through the emotional 
| part of their personality. 

“The good salesman never talks 
about the market of his publication 
without applying that market to the 
| prospect’s current needs. The ‘you’ 
attitude makes the salesman most 
useful to the prospect and makes the 
prospect want to be helpful to the 
salesman.” 


‘Grant Color Copy 
in “American Weekly” 


| The inaugural W. T. Grant na- 
| tional advertising copy, reproduced 
}in ApvERTISING Acre of June 21 and 


|identified as appearing in more than 

400 newspapers, appeared exclusively 
lin The American Weekly. 

This full page color copy, James 
C. MeGrath, advertising manager, 
pointed out, supplements the consist- 
ent local newspaper advertising of 
the company’s 478 stores. 


Groesbeck Promoted 
Kenneth Groesbeck, executive of 
Ruthrauff & Ryan, Inc., New York, 
has been named a vice-president of 
the agency. He was formerly a vice- 
president of MeCann-Erickson, Ince., 
ind was at one time chairman of the 

New York Council of the 4 A’s 


ductions, has acquired the balance of 
Jose Sedg- 
Associates, Inc., 
agency, which thus 
wholly-owned subsidiary 


the outstanding shares of 
wick-Ray West & 
Hollywood talent 
becomes a 
of Fitra. 


Bottolfson Resigns 

W. P.. Bottolfson, 
production manager, 
from the Morrison Advertising 
Agency, Inc., Milwaukee. His future 
plans have not yet been announced. 


secretary and 
has resigned 


RADIO EVENTS, INC. 


AN INDEPENDENT PRODUCING GROUP 
sigue soared ADVERTISING Rees (ee 


Mailing Service 
Multigraphed letters filled-in equal 
to individually typewritten ones. 

ADDRESSING - MIMEOGRAPHING 

THE LETTER SHOP, Inc. 


440 So. Dearborn St., Wabash 8655 
CHICAGO 
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COOLING CLAIM 
FOR LIQUOR 1S 
BANNED BY FAA 


(Continued from Page 1) 


in copy. In some instances, said 
Mr. Alexander, the athletes pictured 
are those of an earlier period, while 
athletes of current prominence have 
been employed in others. 

Use of pictures of athletes, either 
actual or imaginary, in such connec- 
tions, he said, may create the im- 
pression that the products adver- 
tised are conducive to development 
of athletic prowess or that the per- 
sons pictured are endorsing the 
products. Mr. Alexander gave the 
opinion that copy of this nature is 
prchibited by FAA regulations. 


Over-Emphasis Invites Trouble 


Elaborating on the current status 
of liquor advertising, Mr. Alexander 
said the Administration is of the 
opinion that the heavy advertising 
expense of the liquor industry is lay- 
ing an excessive toll upon the con- 
sumer and that the sales volume, 
approaching record proportions, “is 
inviting trouble.” 

The immediate concern of the Ad- 
ministration, however, is with the 
content of liquor advertising and not 
volume, Mr. Alexander said. He em- 
phasized that the Administration, 
while empowered to prevent decep- 
tion of the consuming public, cannot 
touch advertising which is informa- 
tive to the consumer though offen- 
sive to the general public. 

Earlier this year Mr. Alexander, 
pointing to the lack of Federal 
power to deal with all “objection- 
able” advertising practices, invited 
the industry and state enforcement 
officials to “give careful thought to 
the formulation of a program for the 
elimination of all offensive adver- 
tising. 

“It is my personal feeling,” he 
said, “that the radio should not be 
used in any manner as an advertis- 
ing medium for distilled spirits, 
wines, or malt beverages; that no 
liquor advertising material should 
appear in Sunday newspapers or in 
the magazine sections of Sunday 
papers; that no advertising material 
of any character should contain pic- 
tures, drawings, or caricatures of 
women or children; of religious sub- 
jects or insignia, or of barroom 
scenes, and no advertising material 
should refer, directly or indirectly, 
to the food value or health-giving 
qualities, if any, of alcoholic bev- 
erages.” 

Numerous regulations, following 
the above thoughts, have already 
been issued, of which the “cooling 
drinks,” and “athlete” are the latest. 


In Temperance Move 
That the industry itself is moving 
in response to these suggestions was 
indicated in a statement today by 
Harry L. Lourie, executive secretary 


TEMPERANCE PLEA 


Current temperance copy of Seagram, 

appearing in newspapers and magazines, 

draws praise of Harry L. Lourie, import 

association executive, as exemplifying a 

needed restraint’ motif in liquor 
advertising. 


holic Beverage Importers. He said: 

“Straight-thinking Americans from 
all walks of life joined the President 
in restoring a legal alcoholic bev- 
erage industry in the United States. 
This was done with the primary ob- 
ject of destroying the evil forces 


during the days of prohibition. The 
questions of tax receipts, employ- 
ment and other economic factors 
were secondary propositions. The 
main object was to bring back law 
obedience and observance to our coun- 
try. Straight-thinking leaders of the 
wine, spirit and brewing industries 
must now lead the various branches 
of the industry along such paths as 
to convince the people of the United 
States that the legal industry is 
worth while maintaining and that it 
is earnestly and honestly striving to 
operate decently and along the lines 
of true temperance. 


Urges Self Control 


“The leaders of the various 
branches of the industry must 
sooner or later set up a central or- 
ganization which will safeguard the 
industry from evil practices and 
which will carefully scrutinize the 
practices followed by all the compo- 
nent branches regardless of their in- 
dividual importance. Such a cen- 
tral organization or council should 
take as much interest in the opera- 
tions of the smallest retail package 
store as it does in the largest dis- 


tiller, brewer, wine-maker or im- 
porter. 

“A central council of this type 
should prepare and _ publicize the 


true facts with respect to the indus- 
try. It should be a source of ac- 
curate information to the govern- 
ment in all its branches and to the 
general public. It should be empow- 
ered to impose a voluntary code of 
ethics with respect to advertising. 
It should have at its disposal a sub- 
stantial sum of money to be used 
in educating the general public along 
the lines of true temperance. Pub- 
lic confidence is a priceless asset to 
any business. It must be obtained 


by the wine, spirit and brewing in- 
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Truthfully, it's taking the ad world by storm. 
hasn't seen the ATLASTAT is missing a real bet! 


creation reproduces a good 100% 
FLAS e107; 


coop a 
PHOTOSTATS 
QUICK 


FRANKLIN 347° 


photographs. 
nies premium. 
ples today. 


regular photostats. 
so it stands out in comprenensive layouts like real 
Yet ATLASTATS cost but a few pen- 


,. GOING OVER: 
* WITH A BANG! 


This new and better kind 
of photostat by ATLAS 


And any Art Director who 
For this new ATLAS 
more snap than even the best of 
And records ALL tone values 


Call or write for comparative sam- 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 


4 Chicago Locations 


e All Phones FRAnklin 3470 


of the National Association of Alco- 


dustry if the future of the trade is 
not jeopardized.” 

Meantime, no progress whatsoever 
has been made at the Capitol on the 
numerous bills introduced during the 
present session to extend regulation 
and control of liquor advertising. It 
is unlikely that any conclusive ac- 
tion will be taken, observers say, be- 
cause congressional leaders are con- 
scious of the effort of the responsi- 
ble members of the industry to keep 
liquor advertising on a high plane. 
They feel that the industry itself, 
through far-sighted and sensible re- 
straint, has done more to police it- 
self than could be accomplished by 
administrative control. 

This feeling has undoubtedly been 
engendered by the “restraint’’ motif 
emphasized in many liquor adver- 
tisements and exemplified by the 
current Seagram campaign on 
“Drinking and Driving Do Not Mix.” 


Melon Aspelated 


The Vancouver, B. C., office of Me- 
Connell, Baxter & Eastman, Ltd., has 
been appointed to direct advertising 
for Canadian Wood Pipe & Tanks, 
Ltd. 


Kramer Joins Offset 
Sy Kramer, formerly with Sieter & 
Kappes, Inc., has joined the sales 
staff of American Offset Corporation, 


which had fastened onto our country | New York 


BEAUTY ATTRACTION 


=, 


Recognizing the promotional value of 
beauty, Harman Peery, mayor of Ogden, 
Utah, and head of the Pioneer Day 
Celebration to be staged July 19-24, has 
enlisted Virginia Burgess as one of the 
“cow-girl queens” to lure visitors. 


Two Join Getchell 


Thomas A. Baggs, of the personal 
staff of Walter P. Chrysler and C. A. 
Snyder, formerly assistant advertis- 
ing manager, Standard Oil Company 
of New Jersey, have joined the New 
York office of J. Stirling Getchell, 
Ine. 


Field’s Extends 
Shopping Plate 
to Cash Buyers 


Chicago, July 1—Marshall Field & 
Co., who developed a shopping plate 
a year ago for quick and accurate 
identification of charge customers, 
have extended the plan to cash buy- 
ers, according to an announcement 
today in large newspaper space. 

“Shopping plate is a small metal 
plate in an attractive tan case,” the 
advertising explained. “It bears your 
name and address, or that of any 
member of your family. Shopping 
plate tucks in your purse to use when 
you pay for a purchase to be deliv- 
ered, or send it C. O. D. 

“All you do is hand your shopping 
plate to the salesperson. She will 
stamp it on the sales check—and off 
you go. Shopping plate has identi- 
fied you as a Field customer. It has 
faithfully and speedily recorded the 
correct information.” 

A back-stage view of the extension 
of the shopping plate service is that 
it will encourage buying at Field’s, 
rather than a competing store, by 
simplifying transactions at the for- 


mer’s store. 


AMERICAN 
LUMBERMAN 


The Voice of Progress in the Lumber Industry 


Every second week, a powerful visitor enters the offices 
of lumber dealers in all parts of America. His mission 
is to spread the news of the industry, to instill in his 
audience the spirit of progress and to acquaint them 
with the right people with whom to do business. 
words ring with conviction for he has earned the re- 
spect and confidence of his audience with 64 years of 
leadership in the industry. 
CAN LUMBERMAN. 


oe 2? % 


The Printing Products Corporation, plays an im- 
portant part in sending this messenger on his way. 
On us, rests much of the responsibility for his appear- 
ance and his punctuality. 


many years. 


Naturally 


our 


us to serve buyers of 


printing of all kinds. 


PRINTING PRODUCTS CORPORATION 


National Printing Service 
124 WEST POLK STREET 


WABash 
$3380 


His name is the AMERI- 


His sponsors 
lishers, have entrusted us with that responsibility for 


We also print 70 other first-class 
publications whose influence reach 
into nearly all of the business and 
professional fields in America. 


experience 
gained, together with our equip- 
ment and financial stability enable 


printed matter, including catalogs, 
books, price lists and_ business 


Get our estimate before placing 
your next printing order 


CHICAGO, ILLINOIS 


His 


the pub- 


thus 
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TEST COPY THEME 


HUMOR ON TOP 
FOR PHILCO'S 
NEW CAMPAIGN 


Philadelphia, June 29-—Humor, 


Cidveutising 
VACE 


built on “No Squat! No Stoop! No —————————__ 
Squint!” advantages of a new in- The rates for this department are as follows: = - ' 
clined control panel, will take prece- : . " “Help Wanted,” “Positions Wanted,” tepresentatives anted,” anc 

> 4 or vo ics . ments | With the 1938 headline No Squat, No “Re sansniativen Available,” 30 cents a line, minimum charge $1. Terms: 
dence over technical improvement: Stoop, No Squint" characters in the back- A esontatives 

, bs 5 ’ casn 1 orate ae « ‘ 
as the heavily emphasized theme in ground, Larry E. Grubb, Philco Radio & All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
the campaign to be launched late in| Television Corporation president, and | $4.75 per inch. Write for descriptive folder describing discounts for term 
July by the Philco Radio & Television | James M. Skinner, president, Philadelphia | 'Sertions. . 
Corporation, Ernest B. Loveman, ad-| Storage Battery Company, look over a | = = = 
£ — » ce > Trarr = 

vertising manager, revealed today. new floor display at the recent sales HELP WANTED BUSINESS OPPORTUNITIES 


The campaign, the largest in the convention in White Suiphur Springs. 
company’s history, will be aimed, he . : 
: nn : will be humorously depicted in copy 
said, at a style-conscious consumer - an 
; ; ; designed to drive home the ease and 
and will continue through the fall 7 a 
; convenience of the new Philco’ in- 
and winter months. Scheduled pro- 


, ‘ 3 q } clined 
motion as outlined to distributors at |} 


convention in White Sul- 


panel. As a 
argument, 


positive selling 


advertising will present in 
a recent 


these illustrations the contrasting 
1ur Springs, W. Va., calls for the]... : : 
_ a P f picture of a pretty girl deftly oper- 
extensive use of newspapers, maga- a ° : : 
E : I L : = ating the Phileo tilted dials. 
zines, posters, radio, motion pictures , ; : ‘ 
, It is estimated that this year’s to- 
and variety of dealer helps. ‘ : ee 
haa WAS Rea TET OT tal lineage in newspapers will be 
‘ssque characters, squi g. = ptt SE ; 
: ahaa more than double the 2,071,288 lines 
stooping and squinting as they oper- 
ate an upright radio control panel 


= 


, | | 
ae ! 
M. Ramsdell, 


vice-president of | 


Sayre 

Philco, tells dealers and distributors some 

high points of the record advertising 

campaign to be placed back of the 
1938 line. 


PRINTING 


use ONE 61 ALL 


just as YOU desire used last year. The bulk of this copy 
will go to newspapers in 927 key 


... but all are here ready to | 
serve you. 


‘ities with proportionate 
others on the list. 
It will be divided 


amounts to 


Speed, economy 


into weekly, 


and satisfaction always assured nee ' 
ithree-day series; three 150-line’ in- 

when you FAITHORN 3-in-l |sertions to appear on three different 

ETVICE No job is ever put |pages Tuesday and Wednesday, with 

through the Faithorr plant as 1 1.000 line insertion scheduled for 

a mere matter of type, ink or Thursday. 

presswortk To us, every bit Boake Carter Retained 

of engraving, printing or type- Supporting the newspaper adver- 

setting represents a message | ising will be the Boake Carter news 

for your prosp. ctive purchaser. rroadcasts Stations releasing this 


feature have been increased to a} 


It's the reason why many Of our total of 59. Additional promotion | 
customers feel that they can comprises a schedule in weekly mag- 
entrust the entire job to us with |azines, including full-page color copy 
full confidence in our ability. in The American Weekly, and use of 
Tiers ie no charae for this 24-sheet posters in the key cities. 

‘ Sound films on the “No Squat! No 
extra interest. It part of our |stoop! No Squint!” theme have been 
al gape binant pea Ss |made available to dealers for local 
through the enthusiasm of cus- |tie-ups with the nationally released 
tomers who know fees have |CoPpy. Window and store displays, 

y banners, direct mail pieces and novel 
found a concern that under- lties ranging from book matches. to | 
stands the real agli of | pop-up folders and blotters will also | 
SERVICE. We are here to hel lhe used by the dealer. 
you... Let’s get together! The Hutchins Advertising Com- 

pany, Rochester, N. Y., is directing 
Exceptionally well fitted to submit ideas, the campaign. 


make layouts, prepare sketches and draw- 


ings through every step of production. 
peenhes Chevrolet Launches 
ai _ Merchandising School 
requi ents of SALAD B 4) | Twenty-two men, picked from rec- 
this advertise makes & Mpaut oy ommendations made by Chevrolet 
ment were pre YY zone managers, have entered the com- 
pared | ‘ ;pany’s new school of modern mer- 
Fait } S= ] |chandising and management for a 
forthe M The | Six weeks) training course, Upon 
: henker - Rot _nagenaee | “graduation,” they will return to the 
Advg. A aes a | Chevrolet field sales personnel as dis- 
Rts trict managers 

= ' The school has been organized by 
ARES besessse4) |W. EK. Holler, Chevrolet general sales 
}manager, with TT. O. McLaughlin. 
Write or Phone for ‘formerly assistant zone manager in 
| Norwood. QM., directing curricular ac- 


One of Our Representatives rete bet 
‘New Crane Display 
Opened in New York 


Company, 
new 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 


Crane 
;opened a 


Chicago, has 
plumbing and heating 


| fixture display room at Madison ave- 
$04 SHERMAN STREET lnue and Fortieth street, New York 
Completely equipped model kitch- 


CHICAGO 
fens, bathrooms and powder rooms are 


‘Ward Is President of 


ADVERTISING MANAGER for MARKETING AND SALES 


magazine with 50,000 A.B.C, circuli PROMOTION EXPERT 
tion Must be able to write sales] Has time available to assist agencies 
promotion and direct salesmen. Age | and manufacturers to market ideas 
0-40 jand products. National and local 
Box 1166, ADVERTISING AGE, Chgo.| background of advertising, selling, 
sales promotion, sales and manufac- 

Position open as Editor on an A.B. Cc. turing mangament. Consultation fee 
pauper in the Food Field. Prefer man| at New York City $25.00 per hour; 
with all-round publication experience . | $100.00 per day. Out of New York 
Sales promotion and some selling. | (*ity same rate plus expenses, Address: 
tox 1168, ADVERTISING AGE, Chgo. | Box 815, Brightwaters, 

Long Island, N. Y 

— 
____——«éPOSITIONS WANTED MISCELLANEOUS 
Wanted—To Represent General Trade, | EXTREMELY LOW COST 
or Financial Publication in Middle} process re produces direct from your 
West. 20 years in advertising field. | copy. Expensive typesetting, engrav- 
(lood) personality, consistent worker,| ings and cuts unnecessary! 
highest references Perfect for all sorts of pictorial sales, 
Box 1167, ADVERTISING AGE, _Chgo letters, advertising literature, price 

| lists, house organs, charts, ete 


} 

ADV |) RTISING KEY ¢ CASES | 
Embossed with product, trademark, | 
ete. Twenty styles. Inexpensive, 


300 COPTES 
Additional hundred 
Lower prices in quantity 
uae. | Send for samples 
j]- | Purel Process, 480 Canal St. N.Y. 


(size 8%x11") $2.50 
» 


copies 25e 


ful. Exeellent for convention use. a 
lustrated price list sent upon request. | PHOTO POST CARDS 
WEINMAN BROTHERS SEND FOR FREE SAMPLES OF OUR 
Facty., Mdse. Mart, Chicago NEW PHOTO AD-CARDS. A new and 
= —— —-—_-=-——- | novel idea in selling that brings re- 
KUSINESS OPPORTUNITIES sults. Don't overlook this opportunity 
_| for additional profits. Write today. 
Have going business in Chicago. Es-| GRAPHIC ARTS PHOTO SERVICE 
tablished market in human interest} _?rd & Market Sts., Hamilton, Ohio _ 
mall books, greeting cards, ete. Want! Bulletin of P ublishing Properties sent 


printer or advertising man to finance! on request HARRIS-DIBBLE COM- 
rdditional ales PANY, 11 West 42nd Street, New York 
30x 1169, ADVERTISING AGE, Chgo.! City 


| Duke Law School 


Foreign Trade Club Issues Price Study 


H. O. Ward, director of advertising Law and Contemporary Problems, 
and sales promotion, export di-| published by the Duke University 
vision of the Chrysler Corporation, |School of Law, Durham, N. C., has 


Detroit, has been elected president of | devoted its June issue to a 52-page 


the Foreign Trade Club of Detroit. symposium on “Price Discrimination 
Other officers are: R. O. Gifford,|and Price Cutting.” 

Norge Corporation, vice-president; Contributors to the symposium in- 

G. H. Zimmerman, foreign depart-| clude Wroe Alderson, Curtis Pub- 

ment, National Bank of Detroit,| lishing Company, Edwin B. George, 

treasurer; Mugene H. Stein, Postal | economist of Dun & Bradstreet, Inc., 


Teleg 


tors, 


A. McLaughlin, Harvard 
Law School, and Professor A. R. 
Company; W. C. Neverman, McCord} Burns, Columbia University, author 
Radiator Company. H. M. Robins, | of “The Decline of Competition.” 

H. M. Robins Company. ——— 


State Post to Branan 
Helfenstein Gets | Will Branan. of New Orleans, 


. former magazine and business paper 
Florida C-C Post \waitor. has been appointed publicity 


Direc- | Professor J. 


Creed 


raph Company, secretary, 
Arch M. Creed, A. M. 


C. P. Helfenstein, publisher of the | director of the Louisiana State Con- 
NSuicannee County Democrat, Live |servation department. 
Oak, Fla. has been appointed chair- — 


man of the publicity and advertising | 
committee of the state 
Commerce, 


| 
| 
| Cartoons for Jax Beer 
The Fitzgerald 


Chamber of | 
Advertising 


ACTIVE IN UNITED FRONT MOVE 


Preparing fer the approving action on the United Front program at the NAEA 
New York conclave in conjunction with the AFA convention are A. G. Ruthman 
(left), Gilman, Nicoll & Ruthman, Chicago, and president of the Newspaper 
Representatives’ Association of Chicago; Henry M. McClaskey, advertising man- 
ager of the Louisville Courier-Journal and Times, and J. Garrett Noon, local 
advertising manager of the same papers, and Irving R. Buntman, association secre- 
tary-treasurer and executive director, Wisconsin Newspapers. 


DAY AND NIGHT SERVICE bdhiy ll lioeguaiaes to individual fix 
| { 


Agency, 


Mr. Helfenstein has presented a|New Orleans, has scheduled a_car- 
recommendation to the directors that |toon series of advertisements in 
funds be collected from private com-|Southern newspapers on behalf of 
panies, rather than the state, to ad-|Jax beer, product of the Jackson 
vertise the commonwealth. Brewing Company, New Orleans. 


PULLS FOR PAINT 


HOW WE MADE OUR HOME 


WiaTH "500 MORE 


Amazing Primer Discovery 
Makes 2 Coats Wear Like 3 
AVOID PAINTING FAILURES! | 


So rou. 108, CAM MAKE 5000 wonty 
f THS SURE, QUICK AND SIMPLE WAY 
~Paint To Sell, Lease or 

‘ Te uve = tes Con't i 


Pocket book appeal is featured in the 

new newspaper campaign of Cook Paint 

and Varnish Company, St. Louis, being 
cugee in 36 cities. 


NAM. RELEASE 
TO ASK ENDING 
OF CLASS WARS 


New York, July 1.—National Asso- 
ciation of Manufacturers, which pro- 
vided copy in 1936 that resulted 
in 4,000 pages of paid advertising in 
newspapers, will shortly release a 
new series of 13 pages, it was an- 
nounced here today. The general 
theme will be, “Prosperity Reigns 
Where Harmony Dwells.” 

As the title suggests, the copy will 
develop the argument that war be- 
tween classes is as unprofitable as 
war between countries and that the 
interests of capital and labor are so 
inextricably interlocked that neither 
can prosper without the other 

The association, as in 1936, will 
release the advertising simultane- 
ously to members and newspapers, 
putting the selling job up to the lat- 
ter, but asking affiliates to extend aid 
in securing a favorable reception 
for it. 


Makes Haste Slowly 


The National Association of Manu- 


facturers, a spokesman _ indicated, 
realizes that this method does not 


meet the exigencies of the situation 


fully, but its experiences with adver- 
tising have been so. disconcerting 
that it is disinclined to expand its 
program. 

Where paid advertising has been 
used, as in the case of the textile 
strike, so many aggressive solicita- 


tions were received from media com- 
peting with those used that the asso- 


ciation felt that the campaign did 
as much harm as good. 

The association has a radio pro- 
gram running over a large number 


of stations as a sustaining feature. 
In one city, where some outdoor ad- 
vertising also was received gratis, the 
radio station canceled the transcrip- 


tion schedule, believing that the 
other campaign was paid. 
Schildge Appointed 
George W. Schildge, formerly op- 


erating his own company in Chicago, 
has joined the Gummed Products 
Company, Troy, O., and will be in 
charge of Sterling ‘‘Tread” Gummed 
Tape and Trojan Gummed Tape sales 
in the Chicago office of the company. 


Clay D. Geisinger will direct sales 
of Trojan Cloth Tape and Trojan 
Flat Gummed Papers 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, ill. 


N 
mo 
he 
pap 
gat 
per 
put 
the 
ord 
\ 
per 
line 
8,4$ 
Fin 
dec 
143 
line 
per 


G 
pap 
143¢ 
O25 
a yi 
was 
ume 
OS5, 

Cl 
gain 
tabl 
clas 
line: 
ovel 
1936 

M 
for 
sho\ 
eral 
per 
decl 
tive 
cial; 
disp 
clas: 


so /? ae | , P x ; 4 he oy % etal 7 ee ote oo tig) - ; eae . © gn aay? ain e ae tell reed é wee ee ri Se i 5 " ‘ : 7 ; ; 
2 NS , Ai £5, aE haga ia 7 eS ot : aaA'E : ‘ yp ye ra ee t - at i RT Boe ae * Coe 
ee ~ OF ae OF 1 : a : * ; a ye MS, te ee tae eo Y: i gee ; ates “ie rte ae if yet GRR eset » AEN te Sosa’ PR ay coy « ree ns ; , Keren Sale. 
. ig ee Mee 4 ; a My aah me: # 3 See / ah a Wet a f ae : tee ¥ 26, cyan en Pe Sige ; wT We Ried i 
: Ria 7 BS: a. ! : Sty ON wal; eae s ae oe : “ f a j at bag EI doi 7 = cm a skier as . 3 5 tr 
‘ 8 ge a ew, Sy 2 x z : ; 4 by oe > 2 eat cs aes, o> E a Bie r - > " Et eae ats * 2 " 4 * “ a 2” 
PF J 
= eC 
ee een — 
Po pe 
i Vv 
i. 5 ee 
: ie, : eae 
| r | 
< e j | 
r ¥ . £ 
‘ a Ge ; i rf za = i ae 
% ' Beas Sg ei b Vest 
ia aa ee es am jbo ae 
iis 3 ‘ 3 e. Se Rivar:| ¥ fom “rr ae ———— 
| “* . — fr F Y pas + des stg } 
mN ; ; , ) ieee ; 
; ee > if =" ~<a, 
a in ite : — —————————— =— | Sie S| Aa 
= = = Seiya Sen po ess 
ponte. "nine, SOPEUMG TF 4 ez 
r fies — an Uae =| 
7 | 2 
- ae | vol sans maps 
re Scns Fas a 
ae 
Saas 
— 
a 
a "ee 
me) 
E: pr eormy 4 ae 
4 b ar =-_ z 6 PES j so ¢ } 
1 oy ae 2 doe Po eae 
oad ee os eTh. > 
aes ee ~ . Bai ® 
+2 eae loigg Bre “ ; % wills 
ma tea | oe 4 } 
ring S a! a \ a 4 | 
35> af oe % 
a 4 ‘ ; 
ie =a. a i 
| S in | a 
Ty ee Pi: 5 
bie qy, A, ye : | 
Spade 2 eae ~ ae # 
ar fees an a 
6 ae? ie 
3 & > _ = 
i —_ 
. 2a C a | | 
eee ~ ee Po Fe 
ee _ 
SS 
pe BY ee = 
: a ed 
\ Sata 
. aa 
ot aaa 
a ‘ 
a a 
a, pt | 
ae | 
a a q i ™ | Po on 
&. far 
ae, 
ae \ an 
og ae har 
age at vi 
fo in 
‘ pee gre 
ade sid = ——_— Re. 
‘ ° 
.. | a 
* ! 
oo | 
Bg | WI 
). a eee | Se a fg Pith eas ” 
i | RN Sa ares cae a) rr . a | m 
in, - ie Pa ae ioe e pe a 7 a ae _ a 
r a e - poe gee cl ae ete he aS Bie cues ’ wit | 
ae a eo ae —_ ext 
aoe LD. gles, cae ean Reem ieee - oe or 
a ee eee FY eee LS, po. Sie ‘I . 
2 | Laseitemee aR ie ‘ | In | 
eo Bi ai ee Se. re SL en ee 
ek pi ig Ss es: = a oe Rr. ae . 
HF AS ne eta” Th NE To) Seo « : . | 
’ Bi. | soc teallias, | tea ie a FS ee: % Ra 
— | oot See S 2 a her 
ia Pe “ ama ce Ee Rey Bets: 4 am eas 2 a : | 
eee BP (es Saree ore eae an ot i) - ie a 0 
oo an eo wing ere a ees : Be Bey Ove 
Soames oS g aes ae Oy Bi oe 5. ity’ 
Pepe | ey. “Se es a i . eg #3 ‘ ‘ ; Ra 
yet ie | r 2 4 7 Oe as so 
te. ee eae }3}7~=— J ° ie no 
ne aes —- ae: : : . eee, 8” a’ = —————— : 
Wf a i a oe : s 2 3 Be eS st 9 : ; ae be g Be 
7 zs . Ce = Pe, a sl & S ie ag ee a 
z > aa | ie £ Saas ieee lo Saal “et. SY. ie ee cs 
=a a S ey Te Al 3 at a 
E> ae | : Le fee ee ee: 2, ae ¢ 3 ' . i Bee iy 
= Eos a toe | x me ee ff phe “ea % “ 3 x % s ws 
Be a ue : a eee SO 
ance | ae A 5 1 ge eat WE 2 " - . BS * 
: _ — vee ee. Oe eee a ee 
: fe } > ee « ee ae te: E eo oad Re. és 
ea YP eet | ete Pome ‘ Fe — 2 oo" Se % se 
ah a, - | ‘ & a . ey ee. | fk 
we , —-_ zs . * ue ie &° $h * 
a . wil ae 
* —_— ea - er 6B 
a 
a pT _ | cle 
Be ie es | | 
: - ier MA 
Cot ee bor, 
ar were * 
oF, 
ae eee ee Ye 
Bed iga'* ae 
Sel ar oes aa nEERRERERREERREeEEEenmeennel 
1 ins aeleeT r, 
oes aS 
rs atti aes pe z Nay Se - ‘ ‘ee “ ye “ a ‘ rs » r < : Are 7 - 4 “ - rs * : i 2 * % af ee ; ie . , f aA A % ‘ x f ~ ‘ Ls . Wie ae aes 
ae ae 5 w pe We. WA at > = ce, ~ eee Pot BN tN ee: * eT ee, ett : = ; i ace = Pea fee Sen 
i: oa 2 i ‘se im bP a fen: 4 oie rt ; A pact r aa <i 5 eh: ‘ ; 


; ae ae he a be a 3 i 23 Sy ’ x ee z 2 ey Ris. 
& ee ee SU ee oe Ne é 28 <2 are % * euge AES eae ae te Rae 
Bs ae @ ieee 3 er : iy : Me fe “i Ema Ss 
i u » s w, = a4 rf - 
July 5, 1937 ADVERTISING AGE 29 


MAY NEWSPAPER MODERNISTIC LINES FOR AIRLINE DISPLAY Business’ Loss | HOOSIER LEADERS 


LINEAGE MAKES “Club'sPreblem 
SMALL INCREASE = 


Portland, Ore., July 1.—Acting in 
behalf of beleaguered American busi- 
ness, the Advertising Club of Port- 
land next week will inaugurate a 
New York, June 28.—With auto- 
motive lineage running far behind 
he 1936 figure, total display in news- 
papers in May nevertheless aggre- 
gated 103,702,163 lines, a gain of 0.7 
per cent over the 103,009,993 lines 
published in May, 1936, according to 
the monthly analysis of Media Rec- 
ords, Inc., covering 52 major cities. 
May automotive lineage in newspa- 
pers amounted only to_ 7,462,140 
2 lines, a loss of 12.1 per cent from the 


plan believed to be unique among 
the summer programs of American 
advertising clubs | Fred W. Lahr (left), advertising man- 
| At the suggestion of its executive| ager, Indiana Lumbermens Mutual Insur- 
|secretary, Josephine Forney, the club| ance Company, is new president of the 
will devote the remainder of its sum-| !ndianapolis Advertising Club. James M. 
mer meetings to round-table discus-| Jewell, Reeves Pulley Company, has been 
elected to the same post by the Indiana 
Association of Industrial Advertisers. 


sions of the problem of popularizing | 
the institution of business in the| 
public estimation. : _— : — 


Miss Forney said she was encour-|tion of America, told the Portland 
| 


+ 8,493,445 lines used in May, 1936. j}aged to recommend such a course by|club as it adopted Miss Forney’s : 
3 Financial lineage also showed a sharp the speech of William A. Thomson,| plan. “We in advertising don’t repre- : 
decline in May, amounting to 1,807,- director, Bureau of Advertising,|sent things apart. We are business. 
= 143 lines, compared with 1,933,051 American Newspaper Publishers As-| Every stenographer, every laborer, 
lines in May 1936, for a loss of 6.5 | This modernistic window display, suggesting speed, was developed for Airline }sociation, before the Pacific Advertis-| every teacher, is a part of business. 
per cent, | Agencies, Toronto air ticket booking firm, by Vincent De Vita Studios. J. J. jing Clubs Association in Salt Lake} Business is only the practice of liv- 
National Lineage Gains Gibbons, Toronto, is the agency. City. “It is certainly time that the]ing.” 
cee eaen an: : , Story of business was told to the pub-| The round-table programs will be- 
General advertising in these news- Ee ; lic,” Mr. Thomson told the PACA. | gin as E. D. Smith, Jr., advertising 
papers gained 2.2 per a over May, Chaplan Appointed Ag Bsn Mae ot —_ “We have procrastinated too long,” | manager of the Pacific Telephone & 
G26 > enrre yur sing © . § <j Yi s‘, . ’. , "ee * . ; 2 on 3 - : ile 
ae ties, cae Ge stot Sydney Chaplan, formerly of Chap- | nery fashion periodical, New York. hig alter W e R. May, ap queahatay of the | Pelegraph Co. here, takes office as f 
" 8, ea ew Or’*l ian & Sholle Advertising Company,|Claire Weil is editor and J. Bruce | Portland Chamber of Commerce and | president of the’ club for the next 
a year ago. The retail lineage gain| Pay wahenponiere PMgestgy wads 6 Bate coke as \vicé-president, Advertising Federa- chen 
S was 1.9 per cent, with current vol- New York, has been named art direc-! Donahoo advertising manager. ; 
ume of 70,413,855 lines, against 69,- | —"—>;";;+*+> ona — 
085,575 lines in May, 1935. 
30- Classified advertising continued the * 
"0- gains which have made 1937 a no- x4 
ed table year in this classification. May 

in classified amounted to 27,132,476 ‘ 

a lines, an increase of 12.2 per cent ones 
in- over the 24,172,381 published in May, ae 
ral 1936. 
ns Media Records’ cumulative figures 


for the first five months of 1937 
4 shows a gain of 6.8 per cent for gen- 
eral advertising; an increase of 6.4 


es per cent for retail advertising; a 
ee decline of 7.2 per cent in automo- 
a tive; a loss of 2.6 per cent in finan- 
hate cial; a gain of 5.4 per cent in total 
display and a gain of 14.2 per cent in 
, classified. 
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aie hare was speedy, but undepend- 3 os 
ae able. The tortoise was high J 
in. grade in every way, but pokey. 

ad- Really, neither was entirely ad- 
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‘i What we've done here at Rapid a eC Se of our Op 
is to—well, you can't exactly 

mate them, you know. But we've 


| | Sttacdea the rortacs of bon | And the Service That Goes With It ? 


in our ‘stat work. 


‘ago, 
jnets a ae f 
i Rapid invented speed in 'stats— ; ; 4 
med hence the name. But let's not Hundreds of sources have been drawn on to its conciseness and completeness mean time By 
sales overemphasize speed. Get qual- , es : ; oS 
any. ity! ane paar Rapid's bate supply you with basic information about and effort saved for you. ‘ee 
a 0 Rapid quality is without ival : . . - Tes 
‘Ojan p q y ur 4 riva l Ss p P ne > > > ark r rn , ~- " eee 
stant” ad feed Gels ‘cael ndustrial and trade fields in The Market Keep youn copy of The Market Data Book Be 
no more. Data Book. In manv cases The Market Data handy . . . you'll find it useful almost daily. : 
—— : / 3 ¢ as Q >, > 
FRS Book supplies all the needed market data and And remember, a vast amount of additional 
ne 3a “ye information is in our files, and requests for : 
d publication information, in others it provides os . . q 
later or additional information about any - 
RKET a broad, sound base for more intensive market feld or ind Saas = 
é ield or industry, or any business publication i 
‘2 | |COPY SERVICE CO. ag “ee a d : 
altural and publication research. And in either event. are cordially welcomed. ; 
farmer 6 BRANCHES: NEW YORK, 415 Lexing- : 
of this ton, 444 Madison, VAnderbiit 3 - 3680. 


LD inane emt: te oe THE MARKET DATA BOOK 


a Ave., STAte 5977. 
| 100 E. Ohio St.. Chieago . 2. ww ee eCt:SCS BBD WW. 42nd St, New York 
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Promotion 
Lineage Shows 
11% Increase 


Chicago, July 1—Promotional line- 
age placed in the advertising press 
during June showed a gain of 29,442 
lines or 11.48 per cent over the same 
month in 1936, according to a tabula- 
tion released here today. Due to sea- 
sonal dropping off of advertising, 
June was 22,960 lines behind May. 
This was a loss of 7.44 per cent. 

Newspapers again were the largest 
users of space, with 70,462 lines or 
nearly 25 per cent of the total. Mag- 
azines and radio followed with 65,- 
254 lines, 22.8 per cent; and 33,236 
lines, 11.6 per cent, respectively. 

Other important classifications 
during the month were advertising 
production with 21,910 lines, 7.7 per 
cent; business papers, 21,336 lines, 
7.5 per cent; farm papers, 14,252 lines, 
5 per cent. 

The publications upon which this 
tabulation is based, with their indi- 
vidual lineage records for June, are 
as follows: 


Lines 
ADVERTISING AGE (W)......... 120,064 
Advertising & SelliAg (bw).. 39,004 
Printers’ Ink CW). scescccess 35,756 


ROMANCE SYMBOL 


This symbolic painting, "The Bluebird 
Girl," featured copy supporting a best- 
letter prize contest, directed to the sum- 
mer matrimony market by Maurice J. 


Walsh, Ltd., Toronto, for Bluebird 
diamond rings. 

Printers’ Ink Monthly........ 32,788 

Sales Management (sm)..... 33,264 

Pee CN ki vacustbckes sues 25,074 


Westland Shifted 


Cc. C. Westland, formerly in the 
executive offices of the McCall Com- 
pany, has been shifted to Dayton, O., 
where he will be assistant to the 
general manager, William S. Robin- 
son. He succeeds Peter J. Denner- 
lein, who has been named general 
manager of the Springfield, O., plant 


of the Crowell Publishing Company. 


BUTTER BOOMED 
AS THEME SONG 
FOR WISCONSIN 


Madison, Wis., July 1.—Butter is 
likely to be the key to a Wisconsin 
theme song for national promotion of 
the state, according to an analysis 
currently being conducted on the 
state’s potentialities, by Commis- 
sioner Charles L. Hill, of the depart- 
ment of agriculture and markets. 

Commissioner Hill, whose job it is 
to find something which will do for 
Wisconsin what grapefruit, potatoes 
and oranges have done for Florida, 
Idaho and California, recently re- 
turned from a Federal butter grad- 
ing conference in Chicago to make 
this comment: 

“Wisconsin has an_ excellent 
chance to capture the high grade but- 
ter markets of the nation.” 

Scheduled plans in using this state- 
wide product for promotional pur- 
poses would call for its marketing 
under a _ state brand offered to 
creameries on a voluntary basis. Reg- 


Sound Salesmanship 


Intelligent salesmanship gets down to facts™at once, exposing 
those facts clearly, simply, convincingly * * * ‘‘Getting down to the 
facts’’ of controlled circulations, without fear or favor, is the sole 
business of the Controlled Circulation Audit. An independent body, . 
C.C.A. audits controlled circulations periodically and thoroughly, 
presents them for all the world to see. The publishers of the media 
listed below can show you C.C. A. reports for their circulations, and 
the C.C. A. insignia on their mastheads, rate cards and Standard Rate 


& Data listings is a dependable guide to known value. 


This Advertisement in Behalf of C.C.A. is Sponsored and Paid for by the following C.C.A. Publications 


AGRICULTURAL 
DIGEST 


LEADERS 


OIL HEAT 
AMERICAN DRY CLEANER 


AUTOMATIC HEAT & AIR 
CONDITIONING 


BAKERS REVIEW 
BETTER ROADS 


DRAPERY PROFITS 

DRUG TOPICS 

EARTH MOVER 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


EXCAVATING ENGINEER 
FLEET OWNER 


GOLFDOM 
GRAPHIC ARTS MONTHLY 


COMPRESSED AIR MAGAZINE 


ELECTRICAL MANUFACTURING 


HOSPITAL TOPICS & 
BUYER 


INDUSTRIAL EQUIP. 
MENT NEWS 
INDUSTRIAL POWER 
JOBBER TOPICS 
LIQUOR STORE & 
DISPENSER 
LUBRICATION & 
MAINTENANCE 
MACHINE DESIGN 
MACRAE’S BLUE BOOK 
MEAT 
MEDICAL ECONOMICS 
MILL & FACTORY 


MODERN MACHINE 
SHOP 


AIR CONDITIONING combined with 


EXPLOSIVES ENGINEER, THE 


MODERN PLASTICS 
NATIONAL JEWELER 
POWER WAGON 
PREMIUM PRACTICE 
PRINTING INDUSTRY 
PROGRESSIVE GROCER 
RAND McNALLY 
BANKERS MONTHLY 
ROADS and STREETS 
RUG PROFITS 
SHOE STYLE DIGEST 
SODA FOUNTAIN 
SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TIRES 
WOOD PRODUCTS 


confreres at the convention on his forthcoming marriage this fall. 

this men's breakfast additionally are Andrew Casolino (left), New Haven Adver- 

tising Club president; Edmund S. Whitten, Boston agency head and vice-president 

of the Boston club; Arthur R. Ocker, advertising manager, Southwestern Bell 

Telephone Company, St. Louis, and Harold M. Hastings, Detroit Adcraft 
Club (extreme right). 


FETE A PREXY AND PROSPECTIVE BRIDEGROOM 


G. Gordon Hertslet, Anfenger Advertising Agency, St. Louis and president 
of the Advertising Club of St. Louis, who is seated next to Earle Pearson, AFA 
general manager (facing camera, right), gets some congratulations from his 


Grouped at 


ulations would maintain standards 
of production, manufacture, packing, 
grading and marking in order that 
the marketed brand would be of su- 
perior quality. 

According to the Commissioner, 
these regulatory measures would 
place Wisconsin considerably in the 
van in state establishment of con- 
sumer grading. 


Resort Campaign, Too 


An added state promotion is now 
under way, designed to sell the va- 
cation advantages to the Wiscon- 
sinites themselves as a move in the 
plan of bringing tourist business 
into the state. 

Initiated by J. H. H. Alexander, 
superintendent of recreational public- 
ity of the conservation department 
and directed by Cramer-Krasselt Ad- 
vertising Agency, Milwaukee, the 
plan includes release of two full page 


advertisements to newspapers 
throughout the state. 
In each of these insertions, the 


upper half of the page publicizes the 
state’s resort advantages, while the 
lower half is sold to businesses of the 
town in which the copy appears. 
Headed “Company is Coming,” the 
first release urged preparation for the 
expected influx of tourists. The sec- 
ond, titled, “Look Your Best,” em- 
phasized the fact that every resident 
has a part in the business of promot- 
ing his state. 


Callaghan, of 
Montreal La 
Presse, Dead 


Montreal, June 30—John Phelan 
Callaghan, business manager and in 


charge of all advertising for La 
Presse, largest French daily news- 
paper on this continent, died here 


Sunday after a long illness. He had 
been on the staff of La Presse since 
1922. 

Mr. Callaghan began his career as 
private secretary to Charles Drink- 
water, former vice-president of the 
Canadian Pacific Railway. Later he 
was associated with A. McKim, Ltd., 
here and Frank Seaman advertising 
agency, New York. He was also at 
one time manager of Marcil Trust 
here. 


J. R. McCurdy, Agency 


Founder, Succumbs 
Pittsburgh, June 30—John R. Me- 
Curdy, 30, founder and president of 
the McCurdy Advertising Agency, 
Pittsburgh, who died Saturday in the 
West Penn Hospital of pneumonia, 
was buried this afternoon in the 
Oak Spring Cemetery, Canonsburg, 
Pa. 

A former newspaperman, Mr. Me- 
Curdy was engaged in the advertis- 
ing business in Pittsburgh for the 
past 10 years. 


T ypographers Will 


Meet in French Lick 
Advertising Typographers  Asso- 


ciation of America, New York, has 
selected French Lick, Ind., as the 


scene of its 11th annual convention, 
and fixed Sept. 6-8 as the dates. 

E. M. Diamant, New York, is chair- 
man of the committee in charge, 
other members being M. D. Hayden, 
Cleveland; W. W. Annable, Boston; 
E. D. Taylor, San Francisco; D. A. 
Hayes, Chicago, and A. S. Overbay, 


Indianapolis. 


Harvard Study 
Launched with 
Erickson' Gift 


Boston, July 1.—The Harvard 

Business School today announced 
plans for a thorough study of the 
economics of advertising, a survey 
which is expected to consume two 
years of work, and which will be 
aided by a substantial donation to 
the University from Mrs. A. W. 
Erickson, widow of the former chair- 
man of the board of McCann-Erick- 
son, Inc. 
The objectives of the study 
launched by the University are a con- 
sideration of the place which adver- 
tising occupies in the economic sys- 
tem; the effect of advertising upon 
prices, manufacturing and _ selling 
costs, its relation to the quality of 
products, and its bearing on the 
standard of living. The study will 
also seek to determine weaknesses 
and wastes in present advertising 
methods. 

Professor H. T. Lewis, director of 
research, will have general super- 
vision of the project, upon which 
work is expected to begin at once. 
Directly in charge of the project will 
be Professor Neil H. Borden. 

Professors T. H. Brown and H. R. 
Tosdal will be associated with Pro- 
fessor Lewis in advisory capacities. 
Others engaged as research assist- 
ants are James D. Scott and Mrs. 
Mabel Taylor Gragg. Mrs. Gragg is 
a former research agent in market- 
ing of the Harvard Business School. 

Representing the Advertising Re- 
search Foundation, which suggested 
this use of Mrs. Erickson’s donation 
to the University, will be Dr. L. H. D. 
Weld, research director of McCann- 
Erickson, Ine. The Foundation, 
which has long had under considera- 
tion the starting of such a study by 
a scientific and impartial organiza- 
tion, will co-operate with the Har- 
vard Business School by supplying 
data on sales, selling costs and ad- 
vertising expenditures secured from 
advertisers and agencies. 


Plan Cotton Co-op 

A co-operative advertising campaign 
is planned by the National Cotton 
Compress and Cotton Warehouse as- 
sociation which met recently in New 
Orleans. The newly established 
group will seek to promote closer re- 
lation between all branches of the 
industry, and remove trade barriers 
restricting movement of American 
cotton into world markets. More 
than 60 per cent of the industry is 
represented. 


Wis. Chain Tax"Dies 
The proposed Wisconsin chain 
store tax, similar to that enacted in 
Louisiana, died with the sine die ad- 
journment July 2. 
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SCARE APPEAL TO THE FRONT FOR DETEX FICTION TO FACT 


rc 


AUDITION DEBUT 


Les Fox, KMBC sales director, takes a 
visit from H. Preston Peters, of the New 
York office of Free & Peters, radio rep- 
resentatives, as occasion to put on dis- 
play the new KMBC audition room. 


TENNIS PRO 


Titled "The Firebug,” this character was developed by Wesley Bowman Studio, 
dy Chicago, in co-operation with the Buchen Company, for Detex Watchclock Cor- 
yn- poration, to portray graphically losses suffered by American business from fire 
py'- and theft. 


Marking the first national promotion to 

popularize tennis playing, the Tennis 

Racket Manufacturers Association, Paw- 

tucket, R. |., has launched distribution of 

this five-color process poster. Velvetone 

Poster Company, San Francisco, pro- 
duced the display. 


The evolution of an advertising model 
is presented by Heloise Martin, Chicago, 
who began posing for fiction illustra- 
tions, most highly publicized of which 
was titled "A Day in the Life of a 
Co-ed,” and recently entered the ranks 
of advertising. Here she portrays shorts- 
clad consumer of tomorrow. 


Newly-elected executives of the Milwaukee Association of Industrial Advertisers 
tion, gather ‘round for a conference. They are Van B. Hooper (foreground, left), The 
lera- Louis Allis Company, president; Elbert Kay, Nordberg Mfg. Company, vice- 
y by president; and R. L. Hamilton, The Dumore Company (rear, left), Charles G. 
niza- Crabb, Wrought Washer Mfg. Company; A. H. Oberndorfer, Hevi-Duty Electric 
Har- Company, and E. J. Goes, Koehring Company, directors. 


GOOD TIMES IN RAILROAD INDUSTRY GRAPHICALLY PRESENTED 


This night-time photograph, taken without staging in the yards of the Illinois Central Railroad, gives a graphic "good 
times ahead’ message to the industry. The IC presented this photograph as a front cover illustration of its house organ. 
Kaufmann & Fabry Company was the photographer. 


VIEW 
HE WEEK 


Forty-six leading Japanese advertisers recently participated in this “march of 
the Advertising Fleet," during the two-day celebration in honor of the Islands’ 
navy. Displays were presented on both sides of the Battleships. The parade was 
promoted by the newspaper, Shin Aichi, of Nagoya, third largest city of Japan. 


OF 


WOMEN LEADERS 


Helen Johnson (left), Cleveland Wom- 
en's Advertising Club; Florence J. Dyer, 
president, Providence Women's Advertis- 
ing Club, and President-Elect Elsie E. 
Weaver, Philadelphia Club of Advertis- 
ing Women, made a cheerful threesome 
at the AFA's 33rd convention in New 
York. 


J. J. Hartigan, vice-president, Campbell- 
Ewald Company, Detroit, and president- 
elect of the Adcraft Club, chats at the 
AFA _ convention with Marguerite 
Auberle, advertising manager, Michigan 
Mutual Liability Company, and president 
of the Women's Advertising Club of 
Detroit. 


WHEN CLUB WOMEN GET TOGETHER 


At the AFA, these Cleveland Women's Advertising Club members—Florence M. 

Griffin (left), Freda Gonder, and Mrs. Adah Graves—take a look around to see 

what the other club women are doing while Rita Otway, New York Women's 
Advertising Club, studies a convention program. 


JAPAN'S ADVERTISERS RIDE WITH THE NAVY 
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HERE are good surveys! Accurate, 

to the point...complete...and con- 
clusive. They are filled, not distorted, 
with detail. Here’s one in radio...re- 
cently made by Irwin & Irwin (research 
organization ) in St. Louis. 


Irwin & Irwin measured the complete 
round-the-clock (7 A.M. to 10 PM.) 
audience through a seven-day week. 
And found, in this 23,000 completed- 
interview coincidental telephone 
survey, that throughout the week: 


—— 


KMOX is FIRST with 58‘ of all listeners to the 3 St. Louis network stations* 
KMOX has a 131% lead over Station B; a 257% lead over Station C 
KMOX has a 40% lead over the combined audience of Stations B and C 


IN THE MORNING: KMOX has 63.3‘0 of the total network-station audience 
IN THE AFTERNOON: KMOX has 61.6‘ of the total network-station audience 


IN THE EVENING: KMOX has 54.3% of the total network-station audience 
And KMOX is FIRST in audience-size every day of the week! 


KMOX delivers 40% more listeners in the St. Louis area than both 
other stations combined, yet costs only one-half as much per home! 


*Based on Metropolitan St. Louis coverage, only. Beyond St. Louis, in the “bonus” KMOX Primary area of 31 counties, KMOX dominance is, naturally, even greater. 


In a new book which we are calling “KMOX—The Voice of St. Louis’, we show the individuals, the activities. 


and the listeners associated with KMOX. To reserve your copy, write to KMOX, Mart Building, St. Louis, today. 


ST. LOUIS — 50,000 WATTS. OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM: 


REPRESENTED BY RADIO SALES: NEW York. CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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